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1949 Billings of 
103 Magazines 
Revealed by PIB 


12 in Over-$10,000,000 
Group Show Combined 
Loss of $12,500,000 


New YorK—Publishers’ Infor- 
mation Bureau last week released 
dollar volume figures on 103 gen- 
eral, farm and newspaper-distrib- 
uted magazines, as well as a 
sprinkling of individual news- 
paper magazine sections, including 
net revenue figures for publica- 
tions which offer frequency dis- 
counts. 

Basing its calculations on the 
one-time rate, Publishers’ Infor- 
mation Bureau reported that gen- 
eral magazines carried a total of 
$412,414,584 in advertising reve- 
nue during 1949, off 4% from the 
record-breaking 1948 total of 
$429,992,616. 

The six “national” farm maga- 
zines it measures carried $28,380,- 
458 in advertising last year, off 
1% from the 1948 figure of $28,- 
684,523. The combined total for 
the national and farm magazines 
for 1949, also 4% under the 1948 
figure, was thus $440,795,042. 

The magazine sections measured 
by PIB (The American Weekly, 
First 3 Markets Group, New York 
Herald Tribune edition of This 
Week, New York Sunday Mirror 
Magazine, New York Times Mag- 
azine, Parade and This Week Mag- 
azine) carried a total of $52,087,408 
in advertising in 1949, up 9% from 
the 1948 figure of $47,657,399. 


8 The complete list, with compar- 
able revenue figures for 1948, ap- 
pears on Page 55. , 

Life led the ete = in revenue 
for the third successive year, al- 
though its $72,258,184 figure was 
6% below the 1948 figure of $77,- 
300,000. (The discrepancy be- 
tween this figure and the $76 mil- 
lion plus figure quoted by Life 
in its ads the previous week is ex- 
plained by the fact that Life pro- 
vides frequency discounts. The 
$76,000,000 figure is obtained by 
figuring all Life advertising at the 
one-time rate, the way PIB makes 
all calculations. The adjusted figure 
of $72,258,184 takes frequency dis- 
counts into account and is the 
publication’s actual “bookkeeping” 
figure. ) 

Second was The Saturday Eve- 
ning Post, with $59,259,119, a loss 
of 4% from 1948’s $61,861,518. In 
third place was Time, also down 
4%, from $23,825,000 in 1948 to 
$22,806,750 last year. It displaced 

ies’ Home Journal, with a ’49 
total of $22,743,526, down 9% from 
the previous year. 


& The American Weekly tallied 
$18,227,835 last year and leaped 
into fifth place, displacing Collier’s, 
Which wound up the year with 
$17,064,959, off 21% from the pre- 
vious year. 

Better Homes & Gardens, which 
Moved into seventh place in the 

(Continued on Page 55) 


NEW IDEA—Spool Cotton Co., Newark, 
N. J., will run this color page in The 
American Weekly Feb. 19, through Ken- 


yon & Eckhardt. Entrants must submit 

crocheted articles based on motifs sug- 

gested in two company books. (Story on 
Page 39.) 


NBC Tells FCC 
It Will Revise 
Block TV Plan 


But Network Salesmen 
Continue Making Pitch 
to Agencies on Setup 


WaASHINGTON—NBEC promised the 
Federal Communications Commis- 
sion Wednesday that it will re- 
vise a controversial plan for sign- 
ing TV stations to 2% hours of 
choice Saturday night time (AA, 
Jan. 9). 

In an interim letter to the com- 
mission Jan. 9, the network took 
the position that there was noth- 
ing unusual about the “order” for 
the hours 8-10:30 p.m. for 13 suc- 
cessive weeks starting Feb. 4, 
which it telegraphed to affiliates 
late in December. 

On Wednesday, however, Gustav 
B. Margraf, network vice-presi- 
dent and general attorney, wrote 
the commission that a new plan 
has been formulated and will. be 
offered to stations within a few 
days. 

(Continued on Page 8) 


NBC States Case 


on TV admission charge. 
See ‘Voice,’ Page 52. 
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Experts Bandy 
Hot Words Over 
TV Color Plans 


NAB’s Justin Miller 
‘Resents’ Implications 
of FCC Commissioner 


WASHINGTON—The fight over 
color television led Tuesday to a 
salty exchange between the presi- 
dent of the National Association of 
Broadcasters and radio’s most sym- 
pathetic friend on the Federal 
Communications Commission. 

NAB President Justin Miller 
had taken exception to sections of 
a speech by Commissioner Robert 
F. Jones in New York Jan. 17, 
warning that radio manufacturers 
may get into anti-trust trouble if 
color is held back much longer. 

In a letter to Commissioner 
Jones, the NAB president said he 
would “resent” government efforts 
to enforce “assembly line produc- 
tion before laboratory work has 
been done.” 


a “Somewhere between the kind 
of repressive action set out in your 
address and the method of a Sta- 
lin who attempts to dictate the pro- 
cedures of science there lies a 
happy medium,” he declared. 

In reply, Commissioner Jones 
accused NAB of joining forces 
“with those who wish to lick color 
with nothing.” 

“T have always thought of NAB 
as representing the little broad- 
casters and little members of the 
industry as well as the big and 
powerful ones,” Commissioner 
Jones answered. 

“I was therefore shocked to have 
in black and white from you some 

(Continued on Page 58) 


Newspaper Admen Cheer ‘49 Record; 
Flex Muscles for Competitive Bout 


Harder, More Factual Selling, Greater Integration 
Planned by NAEA Members; Steele Is New President 


P&G's McElroy 
Says Detergent 


Gains Slacken 


Believes Soaps Won’t 
‘Use TV As Top Media; 
Nielsen Figures Told 


New YorkK—“‘Advertising bud- 
gets for the soap industry general- 
ly will remain at relatively the 
same levels during 1950 with the 
exception of new products that 
may be introduced to the market,” 
Neil H. McElroy, president of Proc- 
er & Gamble Co. and newly elected 
president of the Association of 
American Soap & Glycerine Pro- 
ducers, told AA Jan. 26 in an ex- 
clusive interview during the asso- 
ciation’s 23rd annual convention 
here. 

Mr. McElroy said that he doesn’t 
expect the present rapid spread 
of detergents to continue, but looks 
for soap synthetics to maintain 
market inroads at a more gradual 
pace. 

P&G’s chief admitted that more 
money will be spent on an ex- 
perimental basis for soaps on tele- 
vision, but emphasized that tele- 
vision as a medium will not get the 
major expenditures allotted to ra- 
dio, newspapers and magazines as 
basic media. 

(Continued on Page 55) 


Last Minute News Flashes 
NBC Revises Offer on Saturday Night TV Show 


New YorkK—National Broadcasting Co. last week sent a new wired 
order to TV affiliates for 2% hours of Saturday night time, repeating 
its earlier order for the 8-10:30 p. m., EST, time block in a slightly dif- 
ferent manner (earlier story on this page). The new order includes a 
specification of programs to be aired, plus assurances stations can re- 
ject any program, etc. However, stations still would be paid on a half- 


hour basis. 


Luckman’s Plans Still Not Set, as of Friday 


WaASHINGTON—Charles Luckman 


said on a WMAL-TV show here 


Friday night that he still has no plans beyond his “important as- 
signment” as chairman of the Democratic party’s Jefferson-Jackson 
Day dinner Feb. 16. He told ABC’s Bryson Rash, on the “Capitol Close- 
ups” program, that he quit Lever Brothers Co. over differences as 
to “future policy to be followed by the American company.” 


Zenith Gives Up Auto Radio Manufacturing 


Cuicaco—lIn a letter to distributors, Zenith Radio Corp. President 
E. F. McDonald Jr. last week announced that the company will stop 
manufacturing automobile radios. It will use the car radio production 
lines for making television sets. Decision to give up the auto radio bus- 
iness, which accounts for more than one-fourth of Zenith’s sales vol- 
ume, was influenced by the company’s expectations of increased TV 
business, its hopes for Phonevision and FM, and a reluctance to con- 
struct new plants to handle TV set production. 


McCann Names Linder on International Job 

New YorK—Frank Linder, for the past three years manager of the 
Bogota, Colombia, office of McCann-Erickson, has been transferred to 
the agency’s foreign department here as service supervisor for inter- 
national clients. Jaime Garzon, assistant manager of the Bogota office, 


succeeds Linder there. 


(Additional News Flashes on Page 59) 


Cuicaco—Flushed with four 
consecutive years of advertising 
growth and record-breaking * per- 
formances, newspaper admen at- 
tending the annual meeting of 
Newspaper Advertising Executives 
Association here last week flexed 
their muscles and vowed their de- 


For other news of the NAEA 
meeting see Pages 11, 28, 34, 43, 44 
and 51. 


termination to stay in full train- 
ing for ever tougher competitive 
battles. 

The keynote of newspaper think- 
ing was sounded by Harold V. 
Manzer, Worcester Telegram-Ga- 
zette and Post, and retiring NAEA 
president, when he said: 

“IT am not so fearful of the 
strength of competitive media as 
I am of the weakness of our sell- 
ing. It would be to our mutual ad- 
vantage if we could put more 
solidarity into our salesmanship.” 


s Commenting on a morning news- 
paper salesman who made a com- 
petitive pitch against his evening 
competition by saying that too 
many people watched television in 
the evening to make newspaper ad- 
vertising profitable, Mr. Manzer 
called for “a philosophy of selling 
which will make as an integral 
part of every presentation some 
constructive thinking on newspa- 
per advertising itself.” 

His call was seconded by a reso- 
lution adopted by the convention, 
embodying his language that news- 
papers pledge themselves to. a type 
of salesmanship which is informa- 
tive and authoritative, that em- 
bodies an intelligent use of re- 
search, that concentrates on the 
strength of a given newspaper 
without impairing confidence in a 
competitor, and that in selling one 
newspaper serves all newspapers 
by enhancing the acceptance of the 
medium. 


sw At the closing session Wednes- 
day, Mr. Manzer retired after two 
years as president of NAEA, and 
was succeeded by George G. Steele, 
advertising director, Philadelphia 
Bulletin, who had been Ist vice- 
president. Louis E. Heindel, Madi- 
son, Wis., Newspapers, was ad- 
vanced from 2nd to Ist vice-pres- 
ident, and Herbert G. Wyman, 
Pittsburgh Post-Gazette, was 
elected 2nd vice-president. 

Grant Stone, Cleveland Press, 
was elected to fill Mr. Wyman’'s 
place on the NAEA board, and 
other directors elected were Mon- 
roe Green, New York Times; Lau- 
rence T. Knott, Chicago Sun- 
Times; W. E. Sotherland, Sioux 
City Journal-Tribune; and Harry 
Saul, Winnipeg Free Press. 

In the sense that consumer mar- 
kets are people with purchasing 
power, the American market has 
expanded more rapidly in the past 
ten years than ever before, Philip 
M. Hauser, acting director, Bureau 

(Continued on Page 61) 
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March 30-April 1 
Set by Four A’s 
for Annual Meeting 


New YorK—The American As- 
sociation of Advertising Agencies 
has scheduled its 1950 annual 
meeting for March 30-April 1 at 
the Greenbrier Hotel, White Sul- 
phur Springs, W. Va. 

As the 32nd annual meeting of 
the association, the convention will 
have “Advertising’s Responsibility 
in an Expanding Economy” for its 
theme. 

Secretary of Commerce Charles 
Sawyer will be the _ principal 
speaker at the annual dinner on 
March 31. Media guests will join 
the sessions March 31, with mem- 
bers of the Association of National 
Advertisers invited to participate 
starting at noon on the 3lst. The 
advertisers have a meeting set for 
March 29-31 at the Homestead in 
Hot Springs, Va. 

Mr. Sawyer’s address will mark 
his “first appearance before all 


segments of the advertising in- 
dustry since the formation of his 
new Advertising Advisory Com- 
mittee. 

General program plans are in 
charge of the operations committee 
of the Four A’s board of directors, 
headed by Clarence B. Goshorn 
of Benton & Bowles. 


ABC Switches to WKTY 


WKTY, 1,000-watt station in La 
Crosse, Wis., will replace WLCX, 
a 250-watt outlet, as American 
Broadcasting Co. affiliate, effec- 
tive May 7. WKTY is owned by the 
La Crosse Tribune. 


Starts Milton Anderson Co. 


Milton Anderson Co., designer 
and printer, has been established 
at 461 E. 23rd St., New York, quar- 
ters formerly occupied by Russell- 
Anderson; a partnership which 
was dissolved Jan. 6. 


Tenney Named Copy Chief 


Harold F. Tenney, who joined 
Beeson-Faller-Reichert Inc., To- 
ledo, 11 years ago, has been ap- 
pointed copy chief of the agency. 


- 


pe Named 
Publisher of 
‘Sports Afield’ 


New YorK—David N. Laux, ex- 
ecutive vice-president of Sports 
Afield Publishing Co., has been 
named publisher and leaves the 
advertising office here to take over 
his duties at the company’s head- 
quarters in Minneapolis at once, 
it was announced by W. F. Taylor, 
who formerly was president and 
publisher of the company. Mr. 
Taylor relinquishes the complete 
publishing assignment to Mr. Laux 
but retains the title of president. 

C. W. Fuller, now director of 
advertising, becomes vice-presi- 
dent in charge of advertising on 
appointment by Mr. Laux. 

Mr. Laux came with Sports 
Afield on Oct. 22, 1945, from Ruth- 
rauff & Ryan, which he had joined 


BOP Tilly 
NS 


Oops! Mr. Blithers, | forgot to tell you I’m using your office 
for the response to our Des Moines Sunday Register advertisements 


A pretty forceful demonstration of response, you say? Sure 
. . . but remember this one paper sells all of lowa. The Des 
Moines Sunday Register is read by 7 out of 10 of a// lowa 
families—it completely dominates 82 out of a// 99 counties 
with family coverage of from 50% to 100%. And nowhere 


does it have less than 25%! 


It’s big! 500,000 plus circulation—only nine other cities 
have Sunday papers as big. It covers a huge double market 
...an urban market, bigger than Boston—a farm market 
that’s first and foremost. Total lowa spending over 5 billion 


dollars! 


You can reach 70% of all lowa’s buying families in The 
Des Moines Sunday Register for a milline rate of only $1.63! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann TRIBUNE 


ABC Circulation September 30, 1949: 
Daily, 363,066—Sunday, 520,338 


Cc. W. Fuller 


David Laux 


after leaving the service. At the 
time, Sports Afield had selected 
R&R as its agency, largely as a 
result of a plan submitted by Mr. 
Laux for improving the magazine. 
Shortly after the plan was sub- 
mitted to Sports Afield, Mr. Laux 
was asked to join the organization 
and put the plan into practice. 


we Mr. Fuller came with Sports 
Afield April 1, 1949, as advertising 
director, after some 15 years in a 
similar post with Street & Smith 
Publications. 

Sports Afield has recently shown 
substantial gains both in advertis- 
ing revenue and circulation. The 
magazine’s advertising revenue 
was $828,411 in 1945, and $1,867- 
675 in 1948. The figure for 1949 
is expected to reach nearly $2,000,- 
000. 

The magazine’s circulation was 
342,000 in 1945, and is now re- 
ported at 801,000, with a guarantee 
of 750,000. 


Chambers & Wiswell Named 


Airline Foods Corp., Linden, N. 
J., has appointed Chambers & 
Wiswell, Boston, to handle its ad- 
vertising on a national basis. Air- 
line makes and distributes Sun- 
daettes, Airline pie fillings, Henri 
spaghetti sauce and Airline prune 
juice. Advertising will include 
several media, starting at once 
with newspapers and spot radio. 


McConnell, Eastman Names 2 


Jack E. Price, formerly with 
Stovel Press Ltd., has been named 
account executive in the Winnipeg 
office of McConnell, Eastman & 
Co. Aubrey C. Green, formerly a 
radio news editor of the British 
United Press, has been appointed 
in charge of radio. 


Boosts Consumer Schedules 


United Piece Dye Works, Lodi, 
N. J., has stepped up its schedule 
in national weeklies, fashion and 
pattern magazines. Fashion Ad- 
vertising Co., New York, handles 
the account. 
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Pricing Bill Blocked 
by Senate Debate 


WASHINGTON—Legislation “lega]. 
izing” delivered prices was blocked 
last week by senators who said 
it should be renamed “an act to 
repeal the anti-trust laws.” 

It was the third time that the 
bill had been returned to con. 
ference on the basis of the argy- 
ments of members who felt it 
would wipe out anti-price dis. 
crimination provisions of the Rob. 
inson-Patman Act. 

Senators supporting the legisla. 
tion claim it is necessary to “clar. 
ify” the standing of delivered 
prices in the light of Supreme 
Court decisions outlawing the bas. 
ing point price system used for 
steel, cement and other heavy 
commodities. 

In last week’s debate they con- 
ceded, however, that at least one 
provision of the bill apparently 
shifts a difficult burden of proof 
on to government anti-trust at- 
torneys trying pricing cases. 


ws Sen. Herbert O’Conor (D., Md.), 
who is steering the legislation on 
the floor, said he is willing to 
modify the disputed section on 
proof, but he insisted that the 
Department of Justice has ap- 
proved other portions of the bill 
which assure individual firms the 
right to have delivered prices and 
absorb freight charges. 

Opponents said the Federal 
Trade Commission has registered 
its hostility to the entire bill and 
Senator Douglas (D., Ill.) said 
that “the Department of Justice 
is giving away the entire case 
against monopoly” when it en- 
dorses the bill. 

In a spirited attack on the bill, 
Senator Douglas said: “I am struck Sy 
by the fact that whenever decisions 
upholding competition are handed 
down by the Supreme Court or 
there is a possibility of such a de- 
cision, then someone introduces a 
measure in the Congress to com- 
fort those restraining competition.” 

The bill has already passed the 
House. 


ex 


Join Pennsylvania Salt 


Robert T. Mills, formerly assist- 
ant to the advertising manager of 
the Philadelphia Inquirer, and 
Ralph C. Erskine Jr., formerly 
with the Hartford Electric Light 
Co., Hartford, have been added 
to the advertising staff of the 
Pennsylvania Salt Mfg. Co., Phil- 
adelphia. 


Packaged coverage... . package sales 


COVERAGE. With GOA you can 
cover one town, ten towns or more 
than 1400 cities and towns. That’s 
sales impact directed where and 
when you want it... flexibility 
that means advertising pressure 
on the markets you select. Send 
for the facts about GOA full time 


5) 
nt- delicious 
coverage. Write today. General 
Outdoor Advertising Co., 515 
South Loomis Street, Chicago 7, 


Illinois. 
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GY delivers more markets 


than any other upstate New York station 


If your client’s product is distributed in upstate 
New York and Western New England, you'll want 
effective advertising in as many individual markets 
as possible. You'll find that one station, WGY, has 
a large, consistent daily audience in sixteen markets 
in this area... more markets delivered than any 


other upstate New York station. 


In November and December 1949, C. E. Hooper 
conducted coincidental surveys in each of these Six- 
teen markets. The results: a sizable audience for 
WGY in all sixteen cities ... the next best station 
providing some listeners in only ten. WGY delivers 
20% or more of the evening audience in ten markets 


... the next station in only three. 


Hooper's Stations Audience Indices for the four stations delivering the largest number of markets 


ie Radio Families Evening Share-of-Audience—6:00-10:00 PM Sun.-Sat. 
in Home County Sets in Use wGy Sta. B Sta. C Sta. D 
Albany, NY 69,310 32.5 17.6 24.9 16.4 5.9 
Amsterdam, NY 17,760 34.0 43.4 9.2 5.9 2.4 
Glens Falls, NY 11,650 33.0 29.7 _ 3.7 _ 
Gloversville, NY 14,860 32.2 33.8 2.7 3.4 2.5 
Hudson, NY 13,520 32.8 31.5 5.6 7.6 4.0 
Johnstown, NY a 29.6 33.4 3.6 2.6 1.4 
North Adams, Mass. 36,160 31.1 18.2 18.6 - - 
Norwich, NY 11,580 25.1 32.1 0.3 - 
Oneonta, NY 14,880 | 34.7 28.8 _ — - 
Pittsfield, Mass. ° 33.9 8.2 3.7 ~ - 
Rome, NY 61,180 37.3 2.9 ~ a = 
Rutland, Vt. 11,770 24.8 20.0 - ~ ~ 
Saratoga Springs, NY 21,300 34.0 45.0 8.7 9.3 5.5 
Schenectady, NY 41,100 37.9 30.3 23.4 76 3.7 
Troy, NY 35,630 © 31.3 17.7 29.4 16.4 5.6 
Utica, NY ’ 34.4 8.7 - - - 
Total 16 markets 360,700 34.1 20.6 13.3 7.2 2.8 


For a factual presentation of radio 
listening in these sixteen important 
upstate New York and Western New 
England markets, write or phone your 
nearest NBC Spot salesman. He can 
show you documented proof that WGY 
delivers more listeners in more markets 
than any other station in the area. 


* Johnstown located in same county as Gloversville; Pittsfield in same county as North Adams; Utica in same county as Rome. 


*WGY—16 markets — 31 counties in upstate New York and Western New England 


Represented by 
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Metro Sunday Magazines Revised into 
Basic Group; Smaller Color Ads Taken 


New YorK—A new basic group 
of Metropolitan Sunday picture 
magazines will be offered adver- 
tisers starting July 1. The new 
Metropolitan Sunday Magazine 
Group represents unification of 
production and selling efforts by 
22 Metro member newspapers in 
19 cities east of the Rockies. 

The combined circulation is re- 
ported as 13,000,000. Color-gravure 
will be available in pages, three- 
fifths and half-page units in the 
group. Advertisers may continue 
to buy either color-gravure pages 
or monotone units in any ten or 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co 


Inc 


more Metro cities. 

Up to now advertisers have been 
buying any ten cities of Metro’s 
26 papers in 23 cities. The new 
plan is made possible because pa- 
pers have so standardized their 
mechanical operations that they 
can now offer advertisers precise- 
ly the same space units at a better 
rate than before. 

The offer of fractional page 
units in color for the first time is 
also the result of improved opera- 
tions, which could not be made 
until mechanical limitations were 
overcome. 

Metro will continue to sell on 
the basis of any ten cities, but rates 
will be higher than if the adver- 
tiser bought the basic group. 


s Metro’s 19 cities are all east of 
the Rockies, but West Coast cities 
will be added as fast as gravure 
facilities in the area are expanded. 

In addition to the basic cities 


now offered, selection may include 
Los Angeles Times, Seattle Times, 
Springfield Republican, Syracuse 
Post-Standard and Cincinnati En- 
quirer. 2 

Included in the basic group, alt 
offering tabloid Sunday picture 
magazines, are: 

Atlanta Journal, Baltimore Sun, Boston 
Globe and/or Herald, Buffalo Courier- 
Express, Chicago Tribune, Cleveland Plain 
Dealer, Des Moines Register, Detroit News 
and/or Free Press, Indianapolis Star, Mil- 
waukee Journal, Minneapolis Tribune, 
New Orleans Times-Picayune & States, 
New York News, Philadelphia Inquirer, 
Pittsburgh Press, Providence Journal, St. 
Louis Globe-Democrat and/or Post Dis- 
patch*, St. Paul Pioneer Press, and Wash- 
ington Star. 

*Standard page size. 

The rates for this new “basic 
group,” effective July 1, 1950, are 
$26.75 per line for monotone, and 
$33,750 for a full page in color- 
gravure, $23,000 for three-fifths 
page, and $20,500 for a half page. 
These rates (and the quoted cir- 
culation) include only the Boston 
Globe, Detroit News and St. Louis 
Globe-Democrat. The alternate pa- 
pers in those three cities are not 
included. 


House Sets Date 


for Hearings on 
FCC Legislation 


WASHINGTON—The House inter- 
state and foreign commerce 
committee decided Thursday 
to have a full-dress hearing be- 
ginning Feb. 20 on various plans 
that have been introduced to “im- 
prove” the Federal Communica- 
tions Commission. 

One supposedly non-controver- 
sial bill, the McFarland bill, 
streamlining FCC’s administrative 
procedures, moved through the 
Senate last session by unanimous 
vote. 

Rep. George Sadowski (D., 
Mich.), vice-chairman of the sub- 
committee on radio of the inter- 
state and foreign commerce com- 
mittee, said the McFarland bill 
cannot reach the House floor until 
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COMES BACK FAST-WHEN YOU SELL TO 


\\ 
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THROUGH 


_ True Story 
. Womens Group 


TURNING YOUR PAYROLL DOLLARS INTO HOMING PIGEONS 


THE BIG-EARNING, FAST-SPENDING, WAGE-EARNER MARKET 


0s 


No other road to America’s big-earning, fast-spending 
WAGE-EARNER Market offers you these advantages: 


1. In one package, you reach 8,575,000 women.. . Shoppers 
for nearly 30% of all wage-earner families. And 2 out 
of 3 are in “age of acquisition”—30's or younger. 


2. You reach this market at rock-bottom cost—only $1.22 
per thousand! (applying maximum discounts ) 


3, 90% of magazine ad dollars are spent in magazines which 
are over the heads of this market (research available). 


TSWG speaks their language. 


4, They're the current active buyers at any given time—they 
shell out $728,000 every month at the newsstands alone 
just for the magazines in the TRUE Story Women’s Group. 


SELLING THE FAST-SPENDING WAGE-EARNER MARKET AT ROCK-BOTTOM COST! 


Advertising Age, January 30, 1959 


his committee makes a carefy] 
examination of all the proposals 
before it. 

The most important “compet. 
ing” bill was introduced by Rep. 
Sadowski himself Tuesday. The 
Sadowski bill gives FCC the right 
to suspend stations or issue cease 
and desist orders, where it finds 
violations of the Communications 
Act. 
In introducing his bill (H.R. 
6949), Rep. Sadowski said this 
power is at least as important ag 
the administrative reforms passed 
by the Senate. He said he felt the 
House committee would want to 
understand thoroughly the entire 
Communications Act before en. 
dorsing any partial reform. 


s He pointed out that the com- 
mission itself had stressed the need 
for new types of “sanctions” short 
of the “death sentence,” which is 
the only available penalty against 
broadcasters who violate the act. 
The Sadowski bill would permit 
FCC to suspend a license for up to | 
90 days, to issue cease and desist 
orders, or to “order forfeiture” of © 
an amount up to $500 a day during 
the period a violation continues. 
Another section of the bill gives 
broadcasters immunity from legal 
action which may result from po- 
litical broadcasts which stations 
are obliged to carry. 
A new feature of the Sadowski | 
bill relieves FCC of responsibility 
for over-all allocation of frequen- 
cies among various classes of ra- | 
dio users. The allocation job would 


_| be vested in a new five-man fre- | 


quency control board, and FCC 
would confine itself to processing 
license applications from individual 
users. 


BBDO Appointed 
to Handle Jelke 


New York—John F. Jelke Co., 
division of Lever Brothers Co. 
has appointed Batten, Barton, Dur- 
stine & Osborn as its agency. In 
addition to Jelke’s Good Luck mar- 
garine, BBDO will handle the other 
Good Luck lines of whipped dress- 
ings, sandwich spread and bakery 
products. This is the last Lever 
account to be assigned. Tatham- 
Laird, Chicago, formerly had the 
account. 

The announcement was made 
by Warren N. Burding, Jelke pres- 
ident, who replaced James M. 
Elliott in the post a few months 
ago. Mr. Burding had formerly 
been vice-president in charge of 
grocery products for Standard 
Brands. 

Lee White, who formerly was 
account executive for De Soto at 
BBDO, has been assigned the 
Jelke account at the agency. Tim- 
othy Russell is account executive 
for Lever’s Swan at BBDO. Will- 
iam Hesse is account supervisor 
over both products. 


ij 


Crosley TV Stations Bring 
Wrestling Bouts to Studio 


Beginning Feb. 4, Crosley Broad- 
casting Co.’s TV station, WLW-D, 
Dayton, O., will telecast regularly 
scheduled, sponsored wrestling 
matches originating in the station’s 
own studio. 

About 200 free seats will be 
available in the studio. The spon- 
sor, Graybar Electric Co. (Ray- 
theon video sets) will pay all costs. 
Station WLW-D will feed the tele- 
casts to WLW-C in Columbus by 
microwave relay and to WLW-T, 
Cincinnati, directly by means of 
the WLW-D air signal. 


NAB Meets in April 


The 28th annual convention of 
the National Association of Broad- 
casters, to be held at the Stevens 
Hotel, Chicago, April 12-19, will 
include the fourth annual NAB 
engineering conference April 12- 
15; an unaffiliated stations session 
April 16, and the management con- 
ference April 17-19. The latter be- 
gins with a luncheon April 17 and 
ends with a TV session the morn- 


ing of April 19. 
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* Secretary of Commerce == 
Charles Sawyer 
December 29, 1949 
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“Stretching south from Kansas City is a thriving Southwest which 
has been experiencing a period of economic growth reminiscent of the 
opening of the Western Frontier.” 


So said Secretary of Commerce Charles Sawyer in his year-end 
economic report to the White House. 


The Southwest’s leading farm paper and, by far its largest, is The 
Weekly Kansas City Star. It is so necessary and useful to farmers that 
its editor, John M. Collins, was named Outstanding Farm Editor of the 
Year 1949. 


County agents in Missouri and Kansas recently reported in an in- 
dependently conducted survey that they considered The Weekly Star 
overwhelmingly best from the standpoint of useful information given 
and influence it has on Farmers. 


The Southwest’s record crop and livestock production plus sus- 
tained high level farm prices—calls for concentrated, specialized sales 
and advertising effort. 


The Weekly Star’s degree of penetration of this “heart of the 


most prosperous of all areas of the country” is not equaled by any other 
farm paper. 


------ Che Weekly Kansas Cily Star ------- 


Largest Farm Weekly in America 
Over 450,000 Paid-in-Advance Circulation 


SArsioun 1200 Chicago 2% ome New York 
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8 Smith Clients 
Go to New Agency; 
So Does Prudential 


New York-—Eight clients of Paul 
Smith Advertising will transfer 
their accounts to Carlock, McClin- 
ton & Smith, when the former 
agency is merged with the latter 
on May 1 (AA, Jan. 23). 

In addition, it was announced 
last week that the advertising of 
the Prudential Life Insurance Co., 
Newark, N. J., will be handled by 
the new agency. 

The accounts to be transferred 
May 1 include: Edroy Products Co., 
New York, optical goods; Elene of 
Vienna, New York, Pine Air fresh- 
ener; Harrison Hosiery Mills, Wal- 


tham, Mass.; Pitman Publishing 
Co., New York and London; Prin- 
cess Eve Products, New York, 
beauty accessories; Risdon Mfg. 
Co., Naugatuck, Conn., manufac- 
turer of Scope cigaret hoiders and 
Writescope telescoping pens and 
pencils; Stewart-Hartshorn Co., 
Oswego, N. Y., window shades and 
accessories; and the New York 
Times’ poster advertising account. 


Outdoor Contest Opens 


The opening of the 18th na- 
tional competition and exhibit of 
outdoor advertising art has been 
announced by the Art Directors 
Club of Chicago, sponsors of the 
annual event. Entries of designs 
made in 1949 must be in by Feb. 
11. Judging of the “100 best post- 
ers” will be held Feb. 14-15. The 
winners will receive awards at the 


annual awards dinner of the Art 
Directors Club of Chicago to be 
held at the Sheraton Hotel, Chi- 
cago, March 23. The winning en- 
tries will be on exhibit for two 
weeks at Marshall Field & Co. fol- 
lowing the awards dinner. 


Wilson & Co. Sales Increase 


Net sales of Wilson & Co., Chi- 
cago meat packing company, 
were $709,371,240 for the year end- 
ing Oct. 29, 1949, an increase of 
$4,706,716 over the same period 
of 1948. According to the com- 
pany’s annual report, the figure is 
second only to its record high of 
$738,293,912 in 1947. Net profit 
was $4,593,497. 


ARF Appoints Loomis 


W. H. Loomis III, president of 
the Loomis Advertising Co., Kan- 
sas City, Mo., has been appointed 


a member of the administrative 
committee in charge of the Ad- 
vertising Research Foundation’s 
Continuing Study of Transporta- 
tion Advertising. Mr. Loomis also 
is president of Transportation Ad- 
vertising, national car card sales 
organization, and is chairman of 
the research committee of the Na- 
tional Association of Transporta- 
tion Advertising. 


Signs with Cincinnati Reds 

Station WCPO-TV and WCPO, 
Cincinnati, signed a five-year con- 
tract Tuesday to air Cincinnati 
Reds baseball games. Next day, 
Robert E. Dunville, president, 
Crosley Broadcasting Corp., said 
Crosley’s Station WLW-T had 
withdrawn from negotiations with 
the Reds because a five-year con- 
tract “was against the best inter- 
ests of the station, its audience and 
its year-round sponsors.” 


They spend the most 
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“In a nutshell, itll take you there and bring you back.” 


THE 


NEW YORKE 


No. 25 WEST 43np STREET 
NEW YORK, 18, N. Y. 


PEOPLE OTHER PEOPLE 


a 


Copyright 1946, 
The New Yorker Magazine, Inc. 


82% of THE NEW YORKER’S circulation is concentrated in the 41 city-trading areas 
where most of the retail dollars are spent, where most automobiles are bought. 
Automobile dealers in these areas are particularly partial to NEW YORKER 
subscribers, with good reason. Recent investigation shows that 89% of NEW YORKER 
subscribers own cars. Many own more than one. They buy new cars. 
They buy them often. They spend the most where the most is spent. 
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Ford Division Sets 
Up New Sales Units 


Detroit—Creation of two new 
top-level positions with addition 
of two new departments to keep 
pace with rapidly increasing sales 
activity have been announced by 
Walker A. Williams, sales mana- 
ger of the Ford Division of Ford 
Motor Co. 

At the same time it was disclosed 
that Ford has regrouped genera] 
office sales departments under the 
two new positions to broaden op- 
erations and decentralize several] 
administrative responsibilities. 

All of the departments under Mr. 
Williams and his assistant, L. W. 
Smead, have been regrouped under 
two heads, those dealing directly 
with sales activities and those deal. 
ing with services to the general 
sales staff. 

J. B. Ball has been named mana- 
ger of product sales and service, 
heading one department, and F. J. 
McGinnis has been appointed man- 


F. J. McGinnis 


J. D. Ball 


ager of sales staff services. Mr. 
Ball has been manager of the truck 
and fleet sales department and Mr. 
McGinnis manager of the sales 
promotion department. 


gw Williams said the action was 
made necessary by growing de- 
mand for Ford products and the re- 
sultant activity in the sales office. 
The expansion will allow top sales 
personnel to work closer with the 
field organization and will result in 
additional service to the dealer or- 
ganization. 

A new car sales department has 
been created and will be one of 
the departments headed by Ball 
with T. J. O’Neill as manager. 


Video Makes World's 
Tallest Building Taller 


National Broadcasting Co. and 
the Empire State Bldg. have agreed 
on terms for a multiple use tele- 
vision tower to be built atop the 
world’s tallest building. The tower 
will increase the building’s height 
by 199’ and will provide multi- 
transmitting facilities for TV sta- 
tions. 

WNBT (NBC-TV) hitherto has 
been the sole station using this 
site as an antenna location. As a 
result of the new agreement, at 
least three other stations—WJZ- 
TV, WPIX and WABD—are ex- 
pected to install transmitters in 
the tower. 


| Patricof Opens Office 


Patricia Patricof, formerly with 
Steve Hannagan Associates, has 
opened her own office at 319 E 
50th St., New York, to handle pub- 
licity for Santa’s Workshop, 4 
tourist organization on Whiteface 
Mountain, upstate New York. 
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Dos Passos Writes 
General Mills Story 


MINNEAPOLIS—After three 
months’ study of the General Mills 
organization and visits with em- 
ployes, John Dos Passos, famed 
author, wrote a 15,000-word report 
on his findings. 

The story, “The General,” is 
running in serial form in the Gen- 
eral Mills house organ, “Modern 
Millwheel.” 

First instalment, “Wheat Is the 
King of the World,” appears in the 
January issue. Succeeding chap- 
ters will run monthly through 
August. 


Joins Locally Edited Group 


Effective Feb. 1, the St. Louis 
Globe-Democrat will join the Lo- 
cally Edited Group, becoming its 
12th member and increasing the 
group’s Sunday circulation by 371,- 
000, The St. Louis paper also is af- 
filiated with the Metropolitan 
Group, Puck—the Comic Weekly 
and This Week Magazine. 


Madden Named Assistant 
to McConnell at NBC 


National Broadcasting Co.’s re- 
organization continued last week 
with the appointment of another 
top level executive—Edward Mad- 
den—as assistant to President Jo- 
seph H. McConneil. Mr. Madden 
was executive vice-president of the 
American Newspaper Advertising 
Network until its dissolution some 
months ago. 

No official announcement has 
been made but Mr. Madden re- 
portedly will serve on the over-all 
level in his new post, rather than 
being assigned to one of NBC’s 
three divisions. Before joining 
ANAN Mr. Madden was a Mc- 
Cann-Erickson executive, heading 
new business activity. At week’s 
end there was still no indication 
as to who will be named to head 
the network’s radio division. 


Pearson Joins Pearson 


Edward H. Pearson, formerly 
vice-president of J. M. Hickerson 
Inc., New York, has joined Pear- 
son Advertising Agency, New 
York, as an account executive. The 
names are a coincidence. 


NBC Tells FCC 
It Will Revise 
Block TV Plan 


(Continued from Page 1) 

FCC entered the situation af- 
ter Mortimer Loewi, director of 
the DuMont network, protested 
Dec. 31 that the NBC plan “would 
disrupt and destroy competitive 
programming efforts by independ- 
ent broadcasters and unreasonably 
burden advertisers utilizing ser- 
vices of broadcasters.” 


ain asking “immediate action 
against monopolistic and unfair 
practices of NBC,” Mr. Loewi men- 
tioned the shortage of. inter-city 
connections for TV programming, 
and the number of single station 
markets. 

He argued that the NBC plan 
would enable the network which 


was willing and able to spend the 
most money to control the na- 
tion’s best stations. 

The NBC answer, denying any 
infringement of FCC’s limit on net- 
work option arrangements, was 
withheld from the press until last 
Wednesday, when FCC made it 
public together with a new NBC 
letter promising revision of the 
plan. 

One reason for DuMont’s urgent 
appeal to FCC was the fact that 
one of its highest-rated programs, 
“Cavalcade of Stars,” sponsored 
by Drug Store Television Produc- 
tions, is up for renewal Feb. 4. 

NBC’s first answer, just under 
a Jan. 10 “deadline” fixed by FCC, 
asked additional time for a full 
investigation of the situation, and 
promised to maintain a status quo 
on Saturday night programming 
until the commission was further 
informed. 


@ Still before FCC, however, are 
portions of the DuMont protest de- 
manding a full-scale investigation 
of TV networking. 


Stairs in an airplane? 


Yes. Carpeted spiral stairs link two 
passenger decks in the great new 
Boeing Stratocruiser. 


This hotel on wings has a lounge, 


sleeping accommodations, rest rooms. 


All the leg-stretching space is air- 
and-altitude conditioned. 


Advertising for our client links two 


levels, too—business and the public. 


For Boeing Airplane Company, it 


interprets to the American people the 


importance of this 80-passenger giant. 


The new Stratocruiser is the fastest 


and most powerful of all air trans- 


ports, and a climax of 32 years’ com- 


mercial and military experience in 


aircraft development. 


N. W. Ayer & Son, Inc. 


Philadelphia 
San Francisco 


New York 
Hollvwood 


Chicago 
Boston 


Detroit 
Honolulu 


Advertising Age, January 30, 195¢ 


DuMont asked the commission 
to investigate agreements “limit. 
ing freedom of contracting, whe. 
ther implemented by written 
agreements, financial inducements 
or threats.” 

It mentioned other problems: 


Restrictive agreements for sup- | 


ply or use of television equip. 


ment, conditioned on availability — 


of program, 
rights. 

Extraordinary control of facili- 
ties, advertising outlets, long-term 
contracts for top talent and other 
devices of unfair competition, in 
view of the restricted number of 
stations. 

The role of NBC or RCA “‘in pro- 
curing or compelling” stations to 
violate FCC rules. 


talent or literary 


# The DuMont protest charged 
that NBC was planning to pay 
full station rates for the option 
period, regardless of whether the 
time was sold. 


In its “order,” NBC promised 


“regular compensation based on 
your half-hour rate.” It said each 


half-hour of the 2% hour period © 


would contain three commercials, 
followed by the usual 30-second 
break. 

It said advertisers would be sold 
advertisements of one minute, ro- 
tating through the entire evening 
on succeeding weeks “so that you 
must clear period completely to 
carry the show.” The plan was con- 
ditioned on acceptance by 15 sta- 
tions. 


New Curtis, S-M Firm 
to Reach Dealers Direct 


National Magazine Service, a 
new magazine distribution opera- 
tion, has just been formed by S-M 
News Co. and Curtis Circulation 
Co. Phillips Wyman, Redbook pub- 
lisher and head of S-M News Co., 
is president. The new company will 
furnish direct distribution to re- 
tail news dealers in cities and 
towns under 10,000. This means 
Curtis Circulation will give up its 
galley accounts in order to handle 
dealers on a direct basis. 

National Magazine Service will 
have headquarters in Newark, 
where Frank W. Collins, formerly 
with Curtis Circulation, will be 
operational head with the title of 
vice-president and general man- 
ager. The company will handle all 
the magazines serviced by S-M and 
Curtis, and will distribute other 
publications and Bantam Books. 


Ruse and Urban Form 


New Detroit Agency 

Ruse & Urban 
Inc., a new ad- 
vertising agency, 
has been estab- 
lished by D. F. 
Ruse, president, 
and Florentine 
Urban, vice-pres- 
ident. Offices are 
located at 677 E. 
Jefferson Ave., 
Detroit. 

Miss Urban was 
formerly account 
executive of 
Wolfe-Jickling-Conkey, Detroit. 
Mr. Ruse was formerly director of 
finances of the Michigan State 
Highway Department. He also is 
secretary of Allied Engineers Inc., 
Detroit. 


800 Papers Used to Boost 
Chestertield’s Special Show 

Liggett & Myers Tobacco Co. 
used advertisements in approxi- 
mately 800 papers to publicize last 
week’s hour-long broadcast of the 
Perry Como show on NBC. The 
ads were in three sizes, ranging 
down from full pages. 

The occasion was the opening of 
a new factory in Durham, N. C., 
and the tobacco company lined up 
a host of stars—Hope, Godfrey, 
Como and folk singer Eddie Arn- 
old. Cunningham & Walsh is the 
agency. 


WWDC Gets WOL Channel 

The FCC on Thursday cleared 
the way for Station WWDC, Wash- 
ington, to switch channels with 
Station WOL, which it has bought. 
WWDC will increase its power to 
5,000 watts. 


Florentine Urban 
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SHORT COPY sells travel 


Sy 


AMERICA | 
(BiG 7 WVAGARAFALS 


¢ GRAND CANYON — 


THREE 


"Six years of year-round use of short copy on 24-sheet posters from New 
York to Miami has resulted in record-smashing business for Silver 
Springs, Florida’s most heavily patronized scenic attraction. Outdoor 
Advertising already receives two-thirds of our advertising dollars — a 
policy which will be continued, and for obvious reasons!” 


i ae Free 


PETER SCHAAL 
Advertising Director 
Florida's SILVER SPRINGS 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


serving one-fifth 
of the nation’s 
consumers... 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
E. A. ECKERT ADVERTISING CO. * UTAH POSTER SERVICE * BORK POSTER SERVICE + C. E. STEVENS CO. 
SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVENUE, NEW YORK 22, NEW YORK 
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Four Join K&E Coast Statf 


Patrick Warfield, formerly with 
Donahue & Coe, New York, has 
joined the San Francisco office of 
Kenyon & Eckhardt as copy chief. 
Dick Hovis, formerly head of his 
own art service, has been ap- 
pointed art director; Ralph Grady, 
formerly with Brisacher, Davis & 
Staff, has been named production 
manager; and Beatrice Baker, pre- 
viously with J. Walter Thompson 
Co., has been appointed media as- 
sistant. 
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| 1900 Corp. Boosts 
Budget, Adds Radio 


Sr. Joseru, Micu.—Nineteen 
Hundred Corp. will boost its co- 
operative advertising budget 50% 
during 1950 in support of its line 
of home laundry equipment. 

The company has added Good 
Housekeeping to its magazine list 
(it has used Better Homes & Gar- 
dens, Ladies’ Home Journal and 
The Saturday Evening Post), and 
will use radio and television this 
year for the first time. 

The co-op program will employ 
more than 50 newspapers in key 
markets, radio spot transcriptions 
and scripts, and television spot 
announcements on film. 

According to Robert Mitchell, 
sales manager, the company has 
set its production schedule in ex- 
pectation of doing more than 
double the sales volume of 1949. 

Beaumont & Hohman handles 
the consumer advertising and Pax- 


son Advertising, Benton Harbor, 
Mich., directs trade advertising. 


Triangle Raincoat Co. 
Changes Name, Plans Drive 


Triangle Raincoat Co. has 
changed its corporate title to 
Weatherbee Coats Inc., New York, 
because of the recognition for the 
Weatherbee mark among dealers 
and consumers. 

The company will start its 1950 
campaign with a schedule provid- 
ing for color ads in Mademoiselle 
and Seventeen, and b&w insertions 
in Holiday and the New York 
Times Magazine. 


Plans Test Campaign 


Recipe Foods, Baltimore, will 
break a test newspaper campaign 
on Bennett’s chili sauce in Indian- 
apolis early next month. The drive 
will open with a full page, fol- 
lowed by regular use of large 
space on a 12-month basis. S. A. 
Levyne Co., Baltimore, is the 
agency. 


IBM Names Charles Love V. P. 


Charles E. Love, general sales 
manager of International Business 
Machines Corp., New York, has 
been named vice-president in 
charge of sales. 


CONGRATULATIONS—O. J. Prentice (left), Chicago adman for more than 56 years 

and advertising manager of C. A. Dunham Co. for the past 30 years, is congraty- 

lated by company executives at a dinner in his honor at which his retirement was 

announced. Fenn Schmidt (center) is vice-president, and H. S. Marshall (right) is 
president of the Dunham company. 


Advertising Age, January 30, 1959m 


Studies Language Broadcasts 

WWRL, New York, has issued a 
survey of foreign-language radio 
broadcasting in New York covering 
14 different languages and de- 
noting population of language 
groups, language newspapers and 
number of hours devoted by each 
of five New York stations. 


Birth of a Sale 


Here they dream and plan together—absorbed 
in the one magazine they have come to depend 
on as a senior member of their family, a sage 
adviser who seems to know everything about 
living the way they like to live. 


ATCH this husband and wife as 


they pore over their new issue 


of Better Homes & Gardens. 


Talk about romance? Their love for 
their home, their family and each 
other is romance of the deepest kind. 


You can see it as they turn page after 
page of exciting articles and ads—all 
about the things closest to their heart; 


their home life; themselves. 


which brands to buy. 


calls on you. 


“yd P 


Here they see exactly how to make their dreams 
come true. Here they decide whai to buy and 


Here is where the sale is really made; where 
the ideas are born that make cash registers 
ring. Here is where they must be sold. 


That’s why Better Homes & Gardens, a 
screened market of over 3,000,000 home- 
lovers, is today “America’s Ist Point of Sale.” 


If you haven’t already discovered what hap- 
pens when your ads are exposed to Better 
Homes & Gardens readers, be sure to listen to 
the full story the next time our representative 


“A Screened Market 
of more than 3,000,000 


Meyercord to Open 
Largest Promotion 
of Decals in April 


CuicaGo—The largest spring ad- 
vertising campaign in the history 
of the Meyercord Co., Chicago de- 
cal manufacturer, will employ 
magazines and newspapers, ace 
cording to H. C. Castle, executive 
vice-president, to promote two new 
home decoration products and in- 
troduce the 1950 line of spot de- 
cals. 

Full-color, full-page ads in na- 
tional magazines, starting in the 
April issue of Better Homes & Gar- 
dens, will announce Meyercord’s 
Decal Borders, a new type of de- 
calcomania design produced for the 
first time in continuous 12’ lengths, 
and present 1950’s regular line of 
spot decals for home decoration. 

Full-page newspaper advertising 
in 20 newspapers in major markets 
will be used for the debut of 
Fabri-cals—a new kind of hot iron, 
multi-colored fabric decoration— 
and to feature “round-up” of all 
Meyercord home decorating pro- 
ducts. The drive later will be ex- 
tended to other cities. 

The Chicago office of J. M. Hick- 
erson Inc. will direct the campaign. 


American Air Filter Co. 
Merges with Nelson Corp. 


American Air Filter Co., Louis- 
ville, maker of air filters and dust 
collectors, has merged with Her- 
man Nelson Corp., Moline, IIL, 
maker of heating and ventilating 
equipment. The latter becomes 
Herman Nelson Division, Ameri- 
can Air Filter Co. 

Richard H. Nelson, former pres- 
ident of the Nelson company, is 
vice-president of the new company. 
Griswold-Eshleman Co., American 
Air Filter agency, will handle the 
merged companies’ advertising. 
Ne son’s account was handled by 
L. W. Ramsey Co., Davenport, Ia. 


New Paris Library Opens 
Business Management Show 


Librairie des Meridiens, organ- 
ized last summer by the owners 
of Librairie C. Klincksieck, at 119 
Boulevard Saint-Germaine, Paris, 
has opened a two-month exhibition 
of publications relating to business 
management, work organization, 
marketing and advertising. 

The show, held under auspices 
of the French Chambers of Com- 
merce and several learned socie- 
ties, includes periodicals, books 
and publications from many coun- 
tries. Catalogs of the exhibit are 
available. 


Schedules Ad Exhibit - 7 


The Pittsburgh Industrial Ad- 
vertising Exposition has been 
scheduled for Feb. 2-3 at the Ho- 
tel Roosevelt. Sponsored by the 
Industrial Advertising Council of 
Pittsburgh, National Industrial Ad- 
vertisers Association, the exhibit 
will include advertising campaigns, 
promotions and educational aids. 


Kunik Opens Own Office 


Michael Kunik, an art director 
of Duane Jones Co. for the past 
five and one-half years, has opened 
his own office at 208 E. 50th St., 
New York, to specialize in adver- 
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Advertising Age, January 30, 1950 


‘49 a Record Year 
tor Newspapers; Ad 
Linage Hits Peak 


Cuicaco—The Newspaper Ad- 
yertising Executives Association 
had some official good news to 
cheer them up as they started their 
annual meeting here last Monday. 

Media Records Inc. released fig- 
ures covering the year 1949, with 


NAEA Meeting 


this music-to-newspaper-ears sum- 
mary: 

“The volume of newspaper ad- 
vertising in 1949 exceeded any 
year on record—1.7% greater than 
last year; 21.3% greater than 1929, 
the old target; 116% greater than 
1933, the lowest of the past 22 
years.” 


a Basing its analysis on the news- 
papers in 52 cities which Media 
Records has measured for the past 
22 years, the statistical organiza- 
tion said that all classifications 
except financial and _ classified 
showed gains for the year. Total 
volume of the newspapers in the 
measured cities was 2,310,968,389 
lines last year, an increase of 38,- 
522,205 lines from 1948. 

Most pleasing gain was racked 
up by the automotive classifica- 
tion, which gained 27.5% over 1948 
to move its 1949 total up to 105,- 
484,794 lines, almost 23,000,000 
lines more than the 1948 figure. 

Retail linage, accounting for 
about 58% of the total, moved up 
3% during the year; department 
store copy alone ran 3.2% heavier. 

General (national) advertising 
gained 4.8%, moving from 338, 
641,008 lines in 1948 to 354,781,- 
475 last year, an increase of 16,- 
140,467 lines. 

Financial was off 1.7%, from 25,- 
721,496 to 25,344,745; and classified 
dropped 7.4% from 522,445,773 to 
484,024,237. 


Metcalf Names Williams; 
Gets Braun Account 


M. C. Williams, formerly in the 
sales department of Coro Inc., 
Providence, R. I., manufacturer of 
costume jewelry, has joined the 
account executive staff of George 
T. Metcalf Co., Providence. He will 
specialize in jewelry accounts. 

Metcalf has been appointed to 
handle the national magazine and 
newspaper advertising of E. Braun 
& Co., Newport, R. I., retailer. 


A. A. Landis Transferred 


A. A. Landis, vice-president and 
in charge of the Cleveland office 
of Koehl, Landis & Landan, has 
been transferred to the New York 
office to assume direction of new 
accounts, effective Feb. 1. The 
New York office recently moved 
to 22 E. 47th St. Russell C. Rowan, 
a vice-president in the Cleveland 
office, has been named in charge 
of that office. James E. Horn, in 
the Cleveland office, has assumed 
new account executive duties. 


Jockey Underwear Drive Set 


Coopers Inc., Kenosha, Wis., 
will launch a campaign the end 
of this month continuing through- 
out the year for Jockey under- 
wear. Four-color bleed pages and 
two-color half pages will appear 
in Collier’s, Esquire, Holiday, Life, 
The Saturday Evening Post and 
True. Henri, Hurst & McDonald 
is the agency. 


Garfield Tea to Artwil 


Garfield Tea Co., Brooklyn, has 
named Artwil Co., New York, to 
handle the advertising and mer- 
chandising of Garfield headache 
powders and Garfield tea. News- 
Papers will be used. 


To ‘Outdoors-Outdoorsman’ 
Edward Brennan, formerly with 
Fairchild Publications, has joined 
the sales staff of Outdoors-Out- 
doorsman. He will service accounts 
in Missouri, Kansas, Colorado and 


Reh Rig Pal: ce ON Ay yy eee 


Brooks Joins Gresh & Kramer 


Norman Brooks, formerly pro- 
gram director of WMID, Atlantic 
City, and WNAR, Norristown, Pa., 
has been named radio and tele- 
vision director of Gresh & Kramer 
Advertising Agency, Philadelphia. 


Stewart Opens Own Agency 


Lee Stewart, former New York 
and Philadelphia radio and tele- 
vision producer-writer-director, 
has established an advertising 
agency in the Commercial Trust 
Bldg., Philadelphia. 


Joins Ohio Select List 


Tribune-Chronicle, Warren, O., 
has been elected to membership 
in the Ohio Select List newspapers, 
effective Feb. 1. The paper has ap- 
pointed John W. Cullen Co. as its 
national advertising representative. 
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REPLY-O LETTERS 
will do your selling job 
/ More Efficiently 
Less Expensively 


wag 
The Reply Is / 
In the LETTER 


THE REPLY-O PRODUCTS CO. + 150 W. 22nd ST. « NEW YORK 11, N. Y. 


NATIONAL ADVERTISERS SAY: 


“On porallel test - ‘‘Results of Reply-O Letter 
*Reply-O vs. reguler Direct Mail to business and 
letter — Reply-O Let- professional men — 96,000 
ter gave us 26% more Reply-O Letters; 25,700 re- 
on a $3.50 offer."’ plies; $17,843,000 volume 
Robert Stone, Vice of new business.’* 
President The National George Kelley, Director of 
Research Bureou Soles Publications New York 
life Insurance Company 
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REPRESENTING LEADING RADIO STATIONS JOH N : 


Offices in CHICAGO «© NEW YORK e ST. LOUIS » DALLAS 
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eeps sales a-rolling...along every 
highway and byway of the country! 


Nowadays, it’s the sales force that keeps auto 
production lines busy. And nowadays, many an auto 
salesman finds Spot Radio his hardest-hitting, farthest- 
reaching selling tool! 

Automakers use Spot Radio to break fast with 
news of new models. They use it to bolster weak 
dealers, to give strong ones deserved support. 
They use it to strike home repeatedly with facts 
about features . . . to make millions of prospects 
ripe for sales! 

Your John Blair man has ready now a 
plan for selling automobiles profitably with 
Spot Radio. He’s also prepared to make Spot 
Radio pay off for any other product... 
whether it sells for thousands of dollars 
| or just a few cents. Ask him about it! 
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DETROIT = LOS ANGELES 
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A Warning to All Merchandisers 


Some of the figures on the competitive position of Lever Brothers 
Co. products dug up by ADVERTISING AGE in connection with the 
sudden and unexpected resignation of Charles Luckman as Lever 
president are startling. 

The majority of Lever Brothers products seem to have lost con- 
siderable ground competitively during recent years, and while this 
does not mean—nor is it designed to imply—that Lever Brothers’ 
operation is currently unprofitable or “shaky,” it does carry a mes- 
sage of warning to every merchandiser in today’s fast-moving mar- 
keting scene. 

There was a time—not many years ago—when a bad guess, or pro- 
motional coasting, or poor distribution or pricing methods, could be 
endured by a company in strong position without serious long-term 
effect. It was possible for a good product to “coast” for years before 
anything serious happened to it. 

But no longer. There has never been so “fast” a market in all his- 
tory. Today’s darling-product can become tomorrow’s dog almost in 
the twinkling of an eye. Examples abound on every hand. The fig- 
ures indicate, for example, that Tide, P&G’s new entry in the packaged 
soap field, has come from nowhere to undisputed top position in the 
field in about two years, during which it has hurt every other product, 
including P&G’s own packaged cleansers. 

Packaged vitamins moved into a commanding position overnight, 
and then moved out again so quickly that a score of manufacturers 
who oné day thought they had a handsome new profit maker, woke 
up the very next day to discover they had a very large, and very costly 
white elephant on their hands. Antihistamines and ammoniated den- 
tifrices, within recent months, have gone a long way to create chaos 
in the cold-remedy and dentifrice fields, with long-term results which 
cannot yet be assessed. Toni almost single-handedly has changed the 
whole complexion of the beauty shop business, and even now there 
are vague indications that changes in women’s hair styling may have 
a serious effect upon the growth potentials of the home permanent 
wave, including Toni. 

The fact is—and it is a most significant fact—that in the consumer 
goods field particularly, competition between brands and products 
has never been so savage and so swift in its effects. In most lines, it 
is no longer possible to coast, to take things easy for a while, to wait 
out a trend. 

Aggressive forward action, applied promptly and efficiently, is es- 
sential to maintaining position in a market where change is the one 
thing that’s sure. Once a merchandiser was able to sit on his hands 
occasionally and watch the parade go by, confident that when he re- 
gained his strength he could catch up with the paraders. But now the 
paraders are racing by in jet-propelled vehicles. 


Age and the Chances of Getting a Job 


Looking through the classified ads in last week’s ADVERTISING AGE, 
and particularly the “help wanted” classification, we found just about 
what we knew we would find. 

Everyone wants “young” men. The highest acceptable age men- 
tioned in more than a score of ads was 42, and no other advertiser 
seemed willing to take a chance on anyone over 40, while most wanted 
still younger men. 

The advertising business, as everyone knows, is a young man’s 
business, but changing times must give us all a new conception of 
what constitutes a young man, or we shall all be sunk. As the aver- 
age life span—and health span—grows longer, there are more and 
more “young men” in their late forties and even in their fifties. Not 
all of them walk with a cane; not all of them have ossified, either 

physically or mentally. 


- —Bandwagon, a Norman Kark Publication 


“I've seen you so many times on the television—but you look quite different without 
any interference from motor-car engines.” 


What They're Saying 


Truth in Advertising 

A high percentage of our stores 
tolerate the type of advertising 
copy that is so full of untruths it 
is a wonder we stay in business. 

It is a peculiar thing that we buy 
advertising space and radio time— 
that in itself is very expensive— 
only to use it to tell far too many 
untruths. The great competition we 
have for our share of the American 
dollar does not practice to any 
great extent such methods to entice 
greater spending in their industry. 

To me it is a foregone conclu- 
sion that if we promote greater 
truths in advertising we would 
develop greater acceptance to our 
publicity and confidence in our 
industry, hence greater volume. I 
know many stores religiousl prac- 
tice a very high type of advertis- 
ing, but far too many of us are in 
the other category and I say in 
1950 we just have to recognize 
this fact that there is a trend 
towards more honest and truthful 
advertising. 

—Leonard W. Stratton, vice-president, 

Wieboldt Department Stores, Chicago, 


before American Furniture Mart 
“marketing congress,” Jan. 11, 1950. 


Don't Price Too Low 
A non-price-fixed national brand 
may sometimes fail to sell if 
marked too low. Some years ago, 
a prominent New York retailer of- 
fered an alarm clock at 69¢ with 
little response, but it sold like “hot 
cakes” when the price was raised 
to 98¢. The more fixed the idea of 
customary price is, the greater the 
difficulty in moving goods at dras- 
tic markdowns. 
—Q. Forrest Walker, R. H. Macy & 


Co., in the Journal of a Jan- 
uary, 1950. 


No Coffee Nerves 

It is a matter of continuing 
amusement to us that beverages 
which have, year after year, bid 
for the coffee market on the basis 


eae 


that their product was in some wa 


better, now concentrate every hope 
on the pitch that it is somewhat 
cheaper. 

Well, some of these have for a 
long time been somewhat cheaper 
than coffee, but not enough to 
make a dent in coffee’s over- 
whelming popularity. We hasten to 
add that this is not intended to lull 
coffee men into a false sense of 
security nor to minimize the ob- 
vious fact that the present situa- 
tion will call for the best and most 
intelligent merchandising effort 
the industry has yet produced. 

The basis of our confidence is 
the fact we are sure such effort 
will be forthcoming. 


—Weekly letter, National Coffee As- 
sociation, Jan. 6. 


People Are—People 
In selling the principle of free 
enterprise, we should realize that 
in the past too many of us have 
been too autocratic and authoritar- 
ian in our management of people. 
We must more and more realize 
the importance of dealing with 
people as individuals rather than 
treating them as a mass. This 
means giving people an oppor- 
tunity for advancement, a chance 
to ask questions about how the 
company’s plans will affect their 
jobs, and giving them specific in- 
formation about their work. 
—Leonard W. Trester, chairman, Com- 
mittee on Advertising of Chamber of 
Commerce of U.S., and director of 
public policy, General Outdoor Ad- 


vertising Co., before Madison, Va., 
Lions’ Club, 


Whistle While You Work 

Work is one of the greatest as- 
sets any man or woman can have. 
When any job is tackled with in- 
telligence and understanding, 
backed by the love of work, any- 
thing reasonable can be accom- 
plished by any one regardless of 
one’s education, birth or environ- 


ment. 
—J. Frank Grimes, president, Inde- 
pendent Grocers’ Alliance, in the In- 


Oen Ocer eran 


Advertising Age, January 30, 1989 


Rough Proofs | 


Gossard’s Narroline, the ad says, 
narrows waist, narrows hips, nar- 
rows thighs. 

But Mary Martin still speaks for 


the gal who is broad where a 


broad should be broad. 
© 
A lynx-eyed correspondent 
points out that Harper’s Magazine 
published an ad entitled, “The 
day the sun stood still” just about 


the time the Sun (New York, that | 


is) actually did stand still. 
* 


Sid Luckman of the Chicago | 


Bears will probably drop a note | 


of sympathy to Chuck Luckman 
pointing out that even the greatest 
forward passer sooner or later en- 
counters a few interceptions. 

° 


Bill McGuineas says WGN pulls © 


in the mail from 44 states between 
1 a.m. and 6 a.m. 

Who ever thought there were 

that many milk wagon drivers? 
& 

“Distributor takes entire 60-man 
sales force on tour of suppliers’ 
factories,” reports the world’s 
greatest advertising journal. 

In the industrial equipment field, 
that is truly a man-bites-dog story. 
° 

Brown & Williamson, Business 
Week says, scored a 133% sales 
increase in 1949 while Camels and 
Luckies were slipping. 

It wasn’t altogether the power 
of the press, but the power of the 
premium. 

° 

Truck drivers, True Confessions 
points out with obvious admira- 
tion, are making 150 bucks a week, 
another reason why admen will 
gladly yield the right of way to 
the pilot of a 7-ton job when he’s 
comin’ ’round the mountain. 


° 

The FTC says that the cigar and 
cigaret industries were the only 
ones which had lower earnings 
rates in 1948 than in 1940. 

A lot of their profits, it seems, 
went up in smoke. 

° 

The latest evidence that while 
the robot may not be here, the 
puppet population is rapidly in- 
creasing, is given by the advent 
of Scotty Sears, who will work for 
Sears, Roebuck on (you guessed 
it) television. 

- 

“By fearing that we will have 
a depression,” C. E. Wilson of Gen- 
eral Motors points out, “we could 
actually create one.” 

Do you suppose he’s talking to 
advertisers, too? 

° 

Gladys the beautiful receptionist 
says she’s glad that good-looking 
Paul Hoffman got the Poor Rich- 
ard gold medal even though she 
thought Poor Richard was the one 
who was always saying, “A penny 
saved is a penny earned.” 

+ 

Professor Gallup says people like 
the ads in newspapers and maga- 
zines, but aren’t so sure about ra- 
dio. 

Tune that commercial a little 
lower, dear. 

. 

The Nela Park boys are happy 
because 3,500,000 young people 
marry every year and start buying 
GE lamps. 

You mean they no longer have 
any excuse for turning out the 
lights? 

Copy CuB, 
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Appliance, Radio 
Volume Off for ‘49 


New YorkK—Retail value of 
electric appliances and radios sold 
in 1949 dropped to $5,329,810,400 
from the 1948 high of $6,166,618,- 
500, Electrical Merchandising re- 
ports in its 30th statistical and 
marketing issue. 

Almost 10% of the nation’s 
wired homes now have television 
sets, and over 94% have radios, 
the magazine says. 

Other appliances having better 
than 50% saturation include elec- 
tric irons, 87.5%; refrigerators, 
79.2%; clocks, 76.2%; electric 
washers, 68.6%; toasters, 66.6%; 
and vacuum cleaners, 52.8%. 

The magazine reports 2,600,000 
television units were sold in 1949 
at a dollar volume estimated as 
$881,842,000. A total of 8,000,000 
AM radio receivers were sold at 
a value of $306,800,000, and 875,- 
000 FM-AM and FM sets were 
sold at a value of $107,485,000. 

Products which showed in- 
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Nashville, Tennessee — Dallas, Texas 
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creased sales in 1949 included 
television sets, air conditioners, 
blenders, steam irons, oil burners 
and electric shavers. 


‘Farm Journal’ Reports 
on Rural Silverware 


Farm purchasers of silver flat- 
ware are conscious of brands, ac- 
cording to the research depart- 
ment of Farm Journal, which re- 
cently completed a mail question- 
naire study among jewelry retail- 
ers in towns of 15,000 and under. 


The survey showed nationally 
advertised brands of silver flat- 
ware far ahead in rural purchasers’ 
preferences. In addition, the re- 
port indicates that farm customers 
of such jewelers account for a 
median of 40% of sales, and that 
jewelers believe overwhelmingly 
that rural families are fair or good 
prospects. 


Minnesota Tourist Ads Pay 

For every dollar spent by the 
state of Minnesota on tourist ad- 
vertising in newspapers, maga- 


zines and sports shows during 1949, 
tourists spent at least $16.81, ac- 
cording to the state department of 
business research and develop- 
ment. The study was based on a 
mail questionnaire. 


Otter Newspaper Data 


Six New Jersey newspapers have 
announced the availability of 
standard market and newspaper 
data reports in the form prescribed 
by the Bureau of Advertising, 
ANPA, and the Four A’s. The 
newspapers are: Paterson Evening 
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News; Paterson Morning Call; 
Passaic-Clifton Herald News; New 
Brunswick Home News and Sunday 
Times; Long Branch Daily Record 
and Perth Amboy Evening News. 
All studies were prepared by Prof. 
William H. Boyenton, of Rutgers 
University, New Brunswick. 


Joins ‘Modern Bride’ Me 

Jack Milligan, formerly adver. fac’ 
tising director of Liberty, has been la 
named house furnishings repre- ane 
sentative of Modern Bride, New r 
York, a Ziff-Davis publication. . 
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Joins ‘Colorado Wonderland’ 


Carl F. Beoy, formerly adver- 
tising manager of Future, Tulsa, 
has been named advertising man- 
ager of Colorado Wonderland, Den- 
yer, a new Tex Roberts publica- 


tion. 


Magic Mop Goes to Kaufman 

Magic Mop Co., Chicago, manu- 
facturer of foam rubber mops, has 
placed its advertising with Kauf- 
man & Associates, Chicago. News- 
papers and direct mail will be 
used. 


U.S. Won't Get Larger Scotch Whisky 
Imports for Years, Woodhouse Says 


New York—For the first time 
in 11 years, distillers of Scotch 
whisky are back on a full pro- 
duction schedule, P. J. Woodhouse, 
secretary of the Scotch Whisky 
Association, Edinburgh, disclosed 
here at the annual dinner of the 
National Association of Alcoholic 
Beverage Importers. 

Mr. Woodhouse, who is in the 


U. S. to study market conditions, 
emphasized that during the next 
few years there is no possibility 
of larger Scotch whisky shipments 
to this country. Present shipments, 
he said, can be maintained only 
by imposing severe restrictions on 
shipments to other world markets. 

Shortage of Scotch, he said, is 
the result of production stoppage 


during the war. The 1939 stock of 
150,000,000 gallons has carried the 
industry to date. Until 1947, pro- 
duction was curtailed because of 
cereal allocation. Two-thirds of 
normal distillation was not 
achieved until 1948. 

Mr. Woodhouse said that to the 
best of his knowledge there is no 
Scotch whisky on sale in this coun- 
try less than four years old. 


es Harry Lourie, secretary of the 
importers association, said that for 
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VER THE YEARS, by that process of natural 
en which brings magazines and people 
together at the newsstand, REDBOOK has attracted 
a multi-million audience largely concentrated in 
the 18-to-35 age group. 

As we have studied the habits and interests of 
these readers, we have come to know—with abso- 
lute certainty—the many specific and important 
differences between them and the 18-to-35-year- 
olds of other times. 

Conditioned by the longest depression and the 
biggest war of all time, these young people have 
emerged more honest in their awareness, more 
practical in their methods, more hopeful in their 
ideals, than any previous generation of young 
people. They are truly Young Adults. 

To serve this group with articles and fiction, 
conceived and written exclusively for them, is the 
sole editorial pur pose of REDBOOK. In the coming 


months you will see in the pages of REDBOOK how 
significant these special interests are —economi- 
cally, socially, morally, and even in their expres- 


sion of religion. 
* * * 


As a market REDBOOK’s Young Adults are terrific. 
From diapers to dog biscuits, from cold cream to 
new cars, their rate of use is way above average. 
And whether it’s a television set or a new hat— 
they’re not likely to postpone the purchase. They’re 
the live-now, act-now, buy-now audience of today. 


AS AN ADVERTISER, WITH THINGS TO 
SELL THAT THESE ACT-NOW YOUNG 
PEOPLE WANT AND NEED, YOU WILL 
FIND REDBOOK A HIGH-TRAFFIC 
SHOW WINDOW FOR YOUR PRODUCTS. 


Stevrng the self-inlerett of Young fdabet / 


THE LIVE-NOW...ACT-NOW...BUY-NOW AGE GROUP 
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the past 16 years the association 
“has fought for labels which pre- 
vent consumer deception. We have 
succeeded to an extent in the cases 
of Scotch type, Irish type and 
Canadian type whiskies, but our 
work is not over.” 

As a result of the association’s 
efforts, Mr. Lourie said, there is 
a tendency on the part of impor- 
tant branches of the domestic in- 
dustry to agree that labels should 
be designed to give the consumer 
immediate information on the con- 
tents of each bottle. 


Linnehan Joins Loudon 


Leonard J. Linnehan, formerly 
in the sales promotion department 
of Lever Brothers Co., has joined 
Henry A. Loudon, Advertising, 
Boston, where he will work on 
merchandising, plans and copy. 


Tarcher Appoints Prickett 


Harry W. Prickett has been 
named art director of J. D. Tar- 
cher & Co., New York. He form- 
erly free lanced for Time, Life, 
Fortune and Woman’s Home Com- 
panion. 


[ose $60,0000007 


Maybe you did if you over- 
looked WHTN and WHTN-FM 
in the Huntington Market... 
for WHTN delivers more than 
one-fifth of this $300,000,000 
market (no station has as 
much as two-fifths)...and at 
a lower cost - for - coverage, 
too. Add to this an FM bonus 
on WHTN-FM, the most 
powerful FM station in the 
Central Ohio Valley, and 
you've got a low-cost, high 
power medium for tapping 
the gold in these hills. Take 
a look at the Huntington 
Market...then make up your 
mind to get your share by us- 
ing WHTN and WHTN-FM. 


THE POPULAR STATION 


wo OWE TEEN. 


1,000 WATTS 53 000 Warrs 


HUNTINGTON, W. VA. 


Huntington's 
only clear channel AM station 


For availabilities, rates and 
other information, wire, write 
or phone 


PACE-WILES, INC., 
ADVERTISING 
Huntington, West Virginia 
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Establish PR Company 


Alton D. Smalley, formerly with 
the St. Paul Pioneer Press, and 
John T. Withy, United Press bu- 
reau chief in St. Paul, have opened 
a public relations company, Smal- 
ley & Withy, in the First National 
Bank Bldg., St. Paul. 


Joins Guide-Post Research 


Charlotte F. Lucas, formerly 
with the market research depart- 
ment of Procter & Gamble Co. and 
Ralph H. Jones Advertising Agen- 
cy, Cincinnati, has been appointed 
manager of survey tabulations of 
Guide-Post Research in Pittsburgh. 


reales back to no 
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Industry Will Spend 13% Less in ‘50 
for Plant, Equipment: McGraw-Hill 


New YorK—Industry’s invest- 
ment program for 1950 shows a 
13% drop from what was spent in 
’49, but most companies expect 
sales to be about the same as they 
were last year, according to the 
findings of a survey by the depart- 
ment of economics of McGraw- 
Hill Publishing Co. 

This third annual survey con- 
ducted by McGraw-Hill to deter- 


| the 


mine industry’s yearly investment 
plans indicates that the 1950 pro- 
gram will make little headway in 
overcoming the growing need for 
new plants and equipment. 

Commenting on the low rate at 
which plants are being put into 
first class shape, Dexter Keezer, 
manager of the publishing com- 
pany’s department of economics, 
said: “It would take 40 years to 
completely modernize the nation’s 
manufacturing facilities unless fu- 
ture plans are speeded up.” 


s Summarizing the major points 
of the survey, Mr. Keezer de- 
veloped the following points: 

1. Manufacturing companies as 
a whole plan to spend $6.3 billion 
in 1950 for new facilities. That is 
13% less than they spent in 1949. 

2. Manufacturers expect 1950 
sales to about equal the volume of 
1949. Chemical companies look 
forward to a 4% increase in sales. 
Petroleum, food, textile and auto- 
mobile companies expect a smaller 
increase, and other industries ex- 
pect sales to be the same or slightly 
lower. 

3. Manufacturing capacity will 
be increased about 3% during the 
year under present plans. 

4. About 65% of manufacturers’ 
investment funds will be used for 
replacement and modernization of 
existing facilities. This continues 
the shift in emphasis away from 
expansion reported last year. Then 
division between expansion, 
on the one hand, and replacement 
and modernization, on the other, 
was about 50-50. 


Y The Elks market | 


for AUTOMOTIVE 
EQUIPMENT 


Of the nearly one million Elks —more than 993,- 


¥ 


000—who read THE 


THE 


~ 


a 


ELKS MAGAZINE, 83.3% 


own one to three pleasure cars, and of this huge 
number, 14.2% purchase a new car every year 
. . . while 30.7% buy one every two years...’ 


Elks can afford to buy what they want and drive 
where they please, for their median annual com- 
bined family income is $5,472.33 — twice the 
national average. This is why Elks provide such 
a fertile market, not only for the sale of cars, but 
for all automotive products. 


YOU'LL SELL IT, 1F YOU TELL IT IN 


MAGAZINE; 


NEW YORK «+ CHICAGO + DETROIT + LOS ANGELES 


ad 


5. Retained earnings and depre- 
ciation reserves are counted on to 
provide about nine-tenths of cap- 
ital funds which industry will use 
for expansion and replacement. 
New common stock issues are ex- 
pected to provide less than one- 
half of 1% of 1950 investment 
funds. The railroads constitute the 
only major exception. They will 
rely on debt financing for about 
one-third of their investment 
funds. 

6. About 65% of all manufactur- 
ing concerns reporting said they 
would not reduce their investment 
programs even if general business 
should decline 20% during the 
year. However, two out of three 
companies review their investment 
programs monthly, and. most of 
the others do so at least quarterly. 


s Planned capital expenditures for 
1950 by industries, according to 
the McGraw-Hill sampling study, 
are as follows: 

Steel, $445,000,000, a decline of 
14% from 1949; chemicals, $1,- 
040,000,000, a 5% decline; petrol- 
eum refining, $580,000,000, down 
17%; machinery, $460,000,000, 
down 13%; electrical machinery, 
$135,000,000, down 32%; automo- 
biles, $550,000,000, up 31%; tex- 
tiles, $360,000,000, down 12%; 
transportation equipment, $95,000,- 
000, down 34%; food, $585,000,000, 
down 3%; other manufacturing, 
$2,050,000,000, down 20%; rail- 
roads, $735,000,000, down 44%; 
electric utilities, $2,180,000,000, 
down 2%; gas utilities, $870,000,- 
000, down 7%; other transporta- 
tion and communications, $1,695,- 
000,000, down 10%; mining $620,- 
000,000, down 17%. Grand total 
for all industry, $12,400,000,000, 
down 13% compared with the total 
of $14,300,000,000 for 1949. 


= Commenting on the significance 
of the survey, Col. Willard Che- 
valier, senior vice-president of Mc- 
Graw-Hill, emphasized that the de- 
velopment of the U. S. always has 
been based on the concept of an 
expanding economy. 

About one-third of our working 
population, he pointed out, is en- 
gaged in increasing the facilities 
and techniques of productivity. If 
capital expenditures should con- 
tinue to decline, he said, it would 
tend to disrupt production and em- 
ployment and would change the 
whole complexion of our economy. 


Ad Federation Joins 
Advertising Union 


Advertising Federation of Amer- 
ica, New York, has joined the 
newly formed International Union 
of Advertising, it was announced 
last week. The purposes of the 
new organization are closer con- 
tacts, exchange of information and 
joint efforts to promote the inter- 
ests of advertising. Its president is 
Paul Althaus, president of the 
Swedish Advertising Association. 


The general secretary is Paul 
Bastide of Paris. 
Organizing member countries 


include Great Britain, France, Bel- 
gium, the Netherlands, Italy, Den- 
mark, Norway, Sweden, Mexico, 
Brazil, Uruguay and the United 
States. 


New York Televiewers 
Still Love That Milty 


C. E. Hooper Inc.’s report on 
TV viewing in New York during 
November and December still has 
the Texas Co.’s favorite comedian 
well ahead of the pack. “Texaco 
Star Theater” (NBC) scored 62.9. 
Next in line was Lincoln-Mercury’s 
“Toast of the Town” (CBS), with 
50.5 


Other leaders: Lipton’s “Talent 
Scouts” (CBS)—45.0; Sanka’s 
“Goldbergs” (CBS)—39.8; Chester- 
field’s “Godfrey and His Friends” 


(CBS)—37.2, and P&G’s “Fire- 
j “ —35.7. 


de hea NG 
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William N. Modglin, pres. of Modglin Co., Los Angeles, the Perma- 
Broom manufacturer, leaves San Francisco Feb. 3 with Mrs. Modglin 
for a business trip around the world. Yokahama, Hong Kong, Singapore, 
Bangkok, and Calcutta are just a few of the place names on the list. , . 
Mig Figi, general manager of Station WAUX, Waukesha, Wis., has been 
named radio chairman of the Wisconsin savings bond committee. . . 

Lloyd Maxwell, v.p. of Roche, Williams & Cleary, and one of ad- 
vertising’s acknowledged wits, is responsible for the story of the week. 
Seems a friend, on meeting him, said, “Lloyd, you're looking well.” 
And Lloyd said: “Look—at my age you're either well or dead. There's 
no middle ground!”. . . 

A card in the mail saying: 
“Well-l-l1—from now on it’s 
Mr. and Mrs. Don Smith,” 
explains what has just hap- 
pened to Don Smith, a.m. 
of Wilson & Co., and Rose 
Brady of the Chicago Trib- 
une staff... Anthony Hyde 
(Yale ’29), managing direc- 
tor of the Tea Bureau in 
New York, and Phyllis 
Elizabeth Reynolds ~ were 
married in Washington Jan. 
21. They’re making do with 
a short motor trip to the 
South, but have plans for a 
European honeymoon in the 
spring. . . 

Robert Swezey, vice- 
president of WDSU, New 
Orleans, former executive 
vice-president of Mutual 
Broadcasting System, met a 
host of old friends while 
lunching at the Radio Ex- 
ecutives Club in New York 
during a recent visit. . . 

Stuart D. Cowan Jr., sec- 
retary of Cowan & Dengler, 
has been building a profit- 
able business at his home 
in Old Greenwich, Conn., by 
selling Beetle boats. He’s become a partner in the Sound Beach Boat Co., 
a concern organized as sales distributor for Fiberglas boats manu- 
factured by the Beetle Boat Co. of New Bedford, Mass. Offices are in 
the Cowans’ attic. . 

Jennings Pierce, manager of public affairs, station and guest rela- 
tions for NBC’s western division, is back at his desk (afternoons only) 
after three months and a week. He’s the last survivor to return to 
work after the air crash that killed Singer Buddy Clark... L. C. 
(Polly) Pelott, western manager of Steel, started 1950 with an ap- 
pendectomy. He is recuperating in his Evanston, Ill., home. . 


SURPRISE—At a testimonial dinner for H. M. 
“Doc” Hamilton on his retirement as vice-pres- 
ident of Ross Roy Inc., Detroit, he was given 
this well worn traveling bag by John W. Hutton 
a(left), vice-president and art director of the 
agency, on behalf of “the boys.’ The bag con- 
tained a new portable typewriter, which “Doc’’ 
expects to use in Florida, where he plans to 
make his home. 


GIFT FROM ElA—Honored by the Eastern Industrial Advertisers at a special cere- 

mony in the Poor Richard Club, Philadelphia, is J. Mack Nevergole, of the Roland 

G. E. Ullman Organization (second from left), last year’s president of EIA. Present- 

ing a silver dish is Sheldon F. Johnson, Westinghouse Electric Corp., current EIA 

president. On the right are John Dingee, ad manager of Henry Disston & Sons, and 
John Mather Lupton, head of the New York agency of the same name. 


Carol Howard, program operations manager for KECA-TV, Los 
Angeles, returned to her job after vacationing in Chicago during the 
holidays, sporting a diamond engagement ring presented her by Jimmy 
Valentine, supervisor of TV engineering for the central division of 
ABC. The wedding will take place some time early this summer. . . 
Outstanding salesman of 1949 was (or is) Stanley Marcus, the full-of- 
vitamins executive vice-president of Neiman-Marcus, Dallas. The title 
was given him by the Dallas Sales Executives Club. . . 

A certificate of appreciation was presented by Secretary of the Army 
Gordon Gray to William Randolph Hearst “for outstanding patriotic 
service to the Department of the Army.” Particular reference was made 
in the citation to the trophies which have been awarded to marksman- 
ship teams of reserve officers’ training camps annually since 1921. The 
award was accepted on behalf of his father by W. R. Hearst Jr. . . 

James A. Linen, Time publisher, will be toastmaster at a CofC 
membership dinner Feb. 7 in Greenwich, Conn., at which Herman W. 
Steinkraus, president of the U. S. Chamber, will be guest speaker. Mr. 
Steinkraus is chairman of Bridgeport Brass. . . In Florida, Robert 
Fidlar, commercial manager of Station WIOD, was installed as pres- 
ident of the Miami Exchange Club Jan. 4. . . 

Sheldon Sackett, publisher of the Times, Coos Bay, Ore., and owner 
of radio stations in California, Oregon and Washington, will be married 
Jan. 30 to Elizabeth Worthington, California artist and actress. . . 
Camera Artist Hiram Fitzpatrick, promotion manager of Station KPOJ, 
Portland, has been elected 1950 president of the Oregon Camera Club. . . 
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“AMONG ALL MORNING NEWSPAPERS 


ae IN AMERICA 
|| The Detroit Hree Pres sf 


CIRCULATION INCREASES 


for 6 months’ period ending Oct. 1, 1949 over the corresponding period in 1948 


er 
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im ae ; HERE’S THE BOX SCORE ON THE FIRST TEN 
% MORNING NEWSPAPERS IN CIRCULATION INCREASES 
id PAPER INCREASE PAPER INCREASE 
= =e and among ALL DETROIT FREE PRESS 13,611 Denver Rocky Mt. News 9,984 
7 : Cleveland Plain Dealer 13,566 Miami Herald * 9,043 

newspapers in America— Indianapolis Sta 10691 Hoasion Post 2576 

Boston Record 10,175 Oklahoma City Oklahoman & Times 8,336 


both MORNING and EVENING «=— sis Surtitume 9904 ats a 
| The Detroit Free Press was | 7 


=| SECOND in CIRCULATION 436,408 wervoars 


= {  GAINS—exceeded only by 
=| The Chicago Daily News” a — 


my Average net paid circulation of The Detroit Free Press for 6 months’ 
period ending October 1, 1949 from A B C Publisher's Statement. 


ade 4 * Also one of the Knight Newspapers 
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Coosa River Plant 
Ahead of Schedule 


Coosa Pines, ALta.—The new 
$32,000,000 plant of the Coosa Riv- 
er Newsprint Co. started produc- 
tion here last week three months 
ahead of schedule. The plant will 
turn out 300 tons daily when it 
reaches peak operations. 

This is the second newsprint 
plant to be built in the South and 
the first to be constructed in more 
than a decade. The other plant 
using southern pine for newsprint 
is at Lufkin, Tex. The company 
here will employ 750 in newsprint 
production and another 1,500 part- 


COVERS OAKLAND, CALIFORNIA 


AT LOWEST COST PER 1,000 


Represented nationally 


by Burn-Smith Co 


Inc 


time and seasonal workers in 
woods operations. 

Southern newspaper publishers 
planned and provided most of the 
financing for the local plant. Stock 
is held by 128 newspapers; con- 
tracts for the purchase of the 
plant’s products are held by 119 
newspapers. 

A. G. Wakeman is executive 
vice-president and general man- 
ager. Donald Comer and Edward 
L. Norton of Birmingham are 
chairman and president, respec- 
tively. 


Extends TV Promotion 


Quaker City Chocolate & Con- 
fectionery Co., Philadelphia, has 
expanded its year around tele- 
vision spot campaign for its boxed 
candy, Good and Plenty. Spots 
have been scheduled on WBZ-TV, 
Boston, WNAC, Boston, WABD, 
New York, WJZ-TV, New York, 
and WPIX, New York. Film spots 
have been run regularly on WPTZ 
and WFIL-TV, Philadelphia. Ad- 
rian Bauer Advertising Agency, 
Philadelphia, handles the account. 


Steel Ad Unit Moves 
from New York to Denver 


The eastern advertising office 
of Wickwire-Spencer Steel division 
of the Colorado Fuel & Iron Corp. 
in New York will be consolidated 
with other units of the corporation 
at its Denver headquarters, effec- 
tive Feb. 1 

Robert W. Brown, advertising 
manager of the corporation, will 
take over supervision of the east- 
ern advertising unit of Wickwire- 
Spencer, and will also supervise 
the advertising of American Wire 
Fabrics Corp. from Denver. Sidney 
E. McCrum, former eastern ad 
manager of Wickwire-Spencer, has 
resigned. 


Brown-Forman Names Two 


William Faversham Jr., a dis- 
trict manager, has been named 
administrative assistant to J. Gor- 
don Baquie, vice-president of 
Brown-Forman Distillers Corp., 
Louisville. Curt G. Muller, for- 
merly manager of the research de- 
partment of Crosley Corp., has 
been named a sales analyst at 
Brown-Forman. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON—Except for the 
Lower Midwest and several south- 
western .states, almost all areas 
of the United States reported de- 
clines in department store sales 
for the week ended Jan. 14, as 
compared with the same week last 
year. 

In the years since the war, de- 
partment store sales have reached 
their lowest ebb in the last week 
of the year, after the heavy holi- 
day buying. 

Then, in the first two weeks of 
January, dollar volume _ usually 
rises briefly in response to the 
many clearance sales and Jan- 
uary promotions. By the third 
week of the month, they again 
have fallen and steadied, prepara- 
tory to beginning a steady rise un- 
til Easter. 


This year, however, got off to a 


place. ‘‘Stoys put,’ 
Ny porety removed, 
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Simply remove protective cov- 
ering and press display in 
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WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you 


Exclusive with KLEEN-STIK 


Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. 
A small Kleen-Stik spot in each corner or a thin strip down each 
side is all you need for perfect adhesion. 
can be used on practically every surface — WINDOWS * WALLS 
* COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS 


KLEEN-STIK Not a glue, paste or cement, but 


a patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that adheres to any smooth, clean 
surface when pressed in place. 


Kleen-Stik'd pieces 


Make sure your next point-of-purchase piece is 
used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 
ator or On a sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 
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Send for ideas and FREE 
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samples and ideas. 


COMPANY. 


Fill out and mail this coupon 
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1935-39 EQUALS 100 


Week to Jan. 14, ’50*..p232 
Week to Jan. 15, ’49*...244 
Week to Jan. 7, ’50* 


Week to Jan. 8, ’49* 
Week to Dec. 31, ’49*.... 


Week to Jan. 1, 


pPreliminary. 
*Not adjusted seasonally. 


"49* 


different start. Volume during the 
first week of 1950 was off more 
than one-third from last year, 
partly because of the five-day 
shopping week this year. Last year, 
the corresponding week had six 
shopping days. 

Then, as shown in the latest Fed- 
eral Reserve Board report, volume, 
in the week of Jan. 14, increased 
from the preceding week. Because 
of this difference, it will be another 
week or two before comparisons 
with last year’s sales have much 
significance. 

Brightest spot in the report is 
the 14% rise in the Kansas City 
district sales, followed by a 7% 
gain in the Dallas area. Oklahoma 
City sales were up 35% and Kansas 
City volume was up 32% from the 
same week last year. 


% Change from 
Previous Year 


Week Ended 

Federal Reserve Dec. Jan. Jan. 
District and City 31 7 “4 
UNITED STATES ............ 3 5 —C 
Boston District — —22 —-4 

New Haven —6 —27 —8 

Boston .......... —lv —2l 0 

Springfield 8 —21 —15 

Providence . —7 —23 —13 
New York District .....  —+ 2 -—9 

Newar - 

Buffalo 

New York 

Rochester .. 


Syracuse sis 
Philadelphia District .. —5 —29 
Philadelphia _.................. —9 —30 


Cleveland District ........ 
Akron 
Cincinnati . 
Cleveland .. 
Columbus 
Toledo 
Pittsburgh 

Richmond District 
Washington 
Baltimore 

Atlanta District - 
Birmingham ................ 
Miami 
Atlanta 
New Orleans 
Nashville 

Chicago District 
Chicago 
Indianapolis .. 
Detroit 
Milwaukee 

St. Louis District 
Little Rock 
Louisville 
St. Louis .... 
Memphis 

Minneapolis District 
Minneapolis .... 
St. Paul 
Duluth-Superior 

Kansas City District 
Denver 


Fort Worth 
Houston 
San Antonio ail 

San Francisco District .. 1—22 —-# 
Los Angeles Area ......... 1 —23 -6 
Oakland ........... . —5 —16 —12 
San Francisco 3 —19 -—8 
Portland ............ —2 —28 —16 
Salt Lake stand 3 —26 —12 
ener — —23 —23 


rRevised. 


Art Group Elects Poore 


Taylor Poore, art director of 
Tempo Inc., has been elected pres- 
ident of the Association of Art 
Studios in Chicago. Joseph Frazel, 
president of Illustro Inc., has been 
named vice-president, and Robert 
Eirinberg, president of Kling Stu- 
dios, treasurer. 


Evans Agency Names Garner 


Hugh C. Garner, formerly in the 
production and continuity section 
of KUTA, Salt Lake City, has been 
named account executive of the 
radio and television department of 


David W. Evans Advertising 
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BOB BECKER, editor. Veteran reporter and writer. 
Has hunted and fished U. S. from coast to coast, 
Alaska, Canada, Mexico, South America. Inter- 
national authority on dogs. Author of several 
books on dogs and fishing as well as daily outdoor 
ond dog columns. Also known among sportsmen 
via radio and TV. Champion of wildlife conser- 
vation. Nation's No. | outdoors editor. 


OLLIE RODMAN, co-editor fish- 
ing dept. All-around sportsman 
whose first love is the ocean 
spray. His many books and ar- 
ticles on salt water angling top 
the field. Well-known among 
sportsmen from Nova ,Scotia to 
Florida and points west, also as 
a skilled fresh water fisherman 
and hunter. Executive of Ameri- 
can Wildlife Foundation. 


LEE WULFF, co-editor fishing 
dept. He learned to fly so he 
could broaden his already wide 
knowledge of North America's 
fresh water fishing localities. A 
writer of merit with several best- 
sellers to his credit. Also an ex- 
cellent photographer. His find- 
ings in tackle research have 
helped many manufacturers. 


DICK FORTNEY, fishing column- 
ist. His Filling the Creel column 
is loaded with tips for fishermen. 
He collects his information as he 
meanders the country trying new 
methods and testing the latest 
tackle. 29 years of newspaper re- 
porting and editing have given 
him a factual style that is popu- 
lar with active sportsmen. 


‘ ornar iM beet 


JIM MITCHELL, managing editor. 
Qualifications — two decades of 
newspaper work and a lifetime 
of fishing, hunting, camping. Has 
traveled most of the North Amer- 
ican continent with rod and gun. 
Conducts outdoor cotumn for 
large metropolitan daily. Also 
writes ‘'Calling all outdoorsmen", 


BERT POPOWSKI, co-editor 
hunting dept. His is the happy 
faculty of being able to translate 
for the average sportsman the 
technical side of firearms, am- 
munition, hunting. Field experi- 
ence ranges from woodchuck and 
waterfowl to moose. 1945 Na- 
tional Crow Shooting Champion. 


COL. H. P. SHELDON, co-editor 
hunting dept. One of America's 
truly great arms and ammunition 
authorities. An ardent conserva- 
tionist. Former Commissioner 
Vermont Fish & Game Dept.; also 
formerly with U. S. Fish & Wild- 
life Service. Has written exten- 
sively for leading national magoa- 


CARTER H. ANTHONY, D.V.M., 
veterinary columnist. His is the 
task of guiding dog owners in 
matters of canine health and 
care. Dr. Anthony's background 
includes a B.S. degree in animal 
husbandry from The University of 
California and a Doctorate of 
Veterinary Medicine from Kansas 


Author of more than 300 articles zines. Author of famous "Tran. State College. Currently engaged 


appearing in 300 rs in 4l 
_ An quility” books. in small animal practice. 


states. and books on the outdoors. 


Meet ow editorial staff: Twelve dyed-in-the-wool outdoorsmen. 
Each a name in his specialty. Not one a “desk” editor. These 
brief picture captions highlight 350 years’ outdoors experience. 
These men have authored encugh books on hunting, fishing, 
dogs, boats to fill a library shelf. And thousands of articles. They 
are headquartered geographically to guarantee maximum sea- 
sonal and spot news coverage. They’re a team. Together they 
are making the new @ubenmets a great magazine. 


with which is combined 


 Detdeere 


For rates aie other data write the publisher: 
L. F. McCLURE 
814 N. Michigan Ave., Chicago 11, Ill. 
Telephone SUperior 7-1585 


MABRY |. ANDERSON, Southern 
editor. A lifetime fisherman and 
hunter who knows the Southland 
as few other sportsmen do. A 
pilot, he flies extensively in pur- 
suit of his hobby. His articles on 
conservation have given him top 
ranking among outdoor writers 
and editors. 


H. G. TAPPLY, vacation editor. 
Expert fly tyer, avid fresh and 
salt water fishermen. Hunter, dog 
trainer, all-around sportsman. 
Former newspaper man, author, 
photographer, editor of Outdoors. 


There's no question that ‘Tap's 
new vacation department will be 
must reading among serious 


sportsmen. 


\ 


ELON JESSUP, boating editor. 
The "Answer Man" of America's 
outdoorsmen seeking the answers 
to boating problems. His knowl- 
edge of boating wos gained by 
many years as a student and a 
participant. He is as well in- 
formed on croft for salt water 
fishing as he is on small outboard 
models for inland waterways. 


K. F. MURRAY, camping editor. 
35 years of hunting, fishing and 
camping have taught him what 
geor is best suited to sportsmen's 
needs. He knows the tricks which 
make for more enjoyable outdoor 
living. Has taught camping, has 
led hundreds of camping trips. 
An accomplished writer as well 
as expert woodsman. 


0, 1950 , 
i _ Z . 4 VY, ma i 
_= 72 ¢ = ) Lo * _ —_ a a 
ales Ro Ot ie 
44 ; : — z ; ag . < ‘ oo 4 * ' . 
72 —_—- 4 | a , an 4 } : ’ . 
zi ; Fe i ee q id ~ = a oe 3 _ “a 
+ ' ms Be ; . y" on | wy ™ Wee. > ae » ¥ egy ( ‘ ow! ™ ‘ 
4 Seg Ba sas ; 4 Sy f 
A 
ae 
y : 
: ” ee he _ : : ot 3 
/ Pa a 
: a | 
= ie } oe 
ii . (fess ere 
ae = ¢-.. Outdoorsman Zim | 
| — | CN & Me TWICE ' —_ 2 
ee Sd *S Powerrut 
- ces “ 
ee * ee 
GUARANTEED 
MONTHLY r ’ 
. Oz ats : * : he 
2 ‘s t, : s % | i\s | S ‘ my 
“ - A with whieh is combi | CS a 
ee) \ Howonr AN | 
} eo. 
1900 is 
U Year i ig 
= “om SC MO Hi 
a ee ee © Creer ee ee ee eee a > tiptac tascam, y noe ener ence eae | 
Coll %, HUNTING. — f ~ FISHING —aihpoatine. GAcamrny - A —pocs— |) ' Ac. TIONS om 
hen 7 7 a | a tof AWSTIES « xtw Y 2 hay PHILADEPHIA «© -PORTAAND (ORE.) ©) SAN PRANCISCO ~ iy 
at S ; - Recs ke ches esr : : = : : . J sonal rae : ; ; we ve pote a ae she “altos oe Ee Tiger 3 i: | 
lapels’ ee ORD SRS: 1 ig RR cer See theee PE os Seep aay? aay ae 


_.. FIRST BECAUSE THEY ARE A MASS —Bigger than the Audiences of 


3 Other New York Newspapers Combined! 


“Advertising is the power of an idea multiplied,” slogans a well-known 
advertising agency. One way the New York MIRROR multiplies an idea 
to a greater power is by its multiple circulation—its 1,072,594 is more than 
3 times the size of any one of 3 other major New York dailies: morning 
newspaper ‘‘A’’ sells a mere 323,661—evening newspaper ‘“‘B”’, 365,854— 


evening newspaper “‘C’’, 355,608. The MIRROR’s bigness is important | 


because testing a big audience tells more—and selling a big audience sells 


more. So, N. W. Ayer gets a big enough sampling for a true test of its 
Johnson & Johnson campaign. For the same reason, the world’s biggest 
department store, Macy’s, has placed more linage advertising dresses— 
sporting goods—sheets—pillow cases—blankets—pillows—toys—in the 
New York MIRROR than in any other New York paper during the first eleven 
months of 1949! For the best ad in the world can’t sell a dime’s worth un- 
less it is read; when more people read it, it sells more. 


... FIRST BECAUSE THEY ARE A MASS IN EVERY CLASS—And Most 
Are the Middle-Income People Who Buy the Most! 


Wherever or whatever people are, whether Sutton Place stockbrokers or 
Washington Heights housewives, you find masses of MIRROR readers in 
almost exact numerical proportion to population! N. W. Ayer selects and 
uses its audience as a pilot-group to guide its selling of Johnson & Johnson 
Back Plasters in all other space media because the New York MIRROR’s 
readership is a perfect cross-section of the population. For example, the 
number of families living in ‘“‘A’’ districts is 4.7% of the city total—and 
the number of MIRRORS distributed there is 7.1% of its total city and 
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suburban circulation. But what’s most important to advertisers is the fact 
that the bulk of the mighty MIRROR readership is in the middle-income dis- 
tricts, where the bulk of the people are: 78% of the MIRROR’s city and sub- 
urban circulation matches a population group of 78.3%. Figure it out your- 
self: pinpointing your sales messages at New York’s well-off few means 
you can expect only pint-sized sales from a meager 95,000 families. You 
need the New York MIRROR’s comfortably-off many to help you get the 
big profits of big volume sales! 
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RECENTLY, N. W. AYER completed one of the most 
scientific uses ever made of the New York MIRROR’S 
Split-Run facilities in copy testing. 


What it revealed is important to N. W. Ayer. Why the 
New York MIRROR readership was selected—is con- 
tinually selected for first runs of Johnson & Johnson 
Back Plaster ads year after year—is important to you. 


For when you see why these Johnson & Johnson ads ap- 
pear in the New York MIRROR before they are run in 
other media, you will know the quantity-quality-cost 
factors that make the MIRROR one of today’s best buys 
for any kind of consumer advertising! 


..» FIRST BECAUSE THEY ARE EASIER TO SELL TO—For the Adver- 
tising Dollar Buys 59.5% to 194.4% More Impressions in the MIRROR 
than in Any one of 5 Other New York Newspapers! 


A lively, on-its-toes newspaper like the New York MIRROR has a large, 
eager readership of younger, up-and-coming families: they need a lot, want 
a lot, and buy a lot more than older families. (Lots of advertisers have 
noticed that the older families with shrinking needs—the people who switch 
from big homes to apartments, live on a smaller and smaller scale because 
their children are grown-up—are typical readers of the older newspapers 
with shrinking circulations!) No wonder N. W. Ayer banks on MIRROR 
readers to be so highly sensitive to advertising that it can be sure of getting 
reactions to the slightest change of headline or copy in its test campaigns. 


But the acid test of a gold vein is, how much does it cost to reach it? It’s not 
enough to know, for example, that advertising in the New York MIRROR 
recently sold $485,466 worth of homes in Massapequa, Long Island. You have 
to know that such sales cost only $208.05! The plain fact is, the MIRROR, 
with an ABC circulation of 1,072,594, costs $1.35 per line—whereas the 
next highest of 5 other New York newspapers delivers a circulation of 
698,368 at $1.40 a line. Fact is, the MIRROR is America’s second largest- 
circulated newspaper. Rarely does it cost so little to tell so many and 
sell so much as does advertising in the New York MIRROR! 
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To Smith, Smalley & Tester 


Smith, Smalley & Tester, New 
York, has been named to handle 
the magazine, newspaper, radio 
and direct mail advertising of Di 
Tieri, maker of cravats and robes. 
A year-round campaign has been 
scheduled to appear in The New 
Yorker. 


Cairns Names Edith Boyle 

John A. Cairns Co., New York, 
has named Edith Dunn Boyle, for- 
merly director of fashion publicity, 
as director of publicity. 


Two Join Picard Agency 


John J. Hurley and William 
Gervase, both formerly with the 
New York Sun, have joined Picard 
Advertising Co., New York. Mr. 
Hurley has been named account 
executive and Mr. Gervase to the 
production staff. 


Advances Roy Curl 

Roy A. Curl, assistant to the 
sales promotion manager, has been 
named manager of the sales pro- 
motion department of Youngstown 
Sheet & Tube Co., Youngstown, O. 


Heads Bond Displays 


Harold R. Baxter, vice-president 
and secretary of the Donner Corp., 
has been elected president of Bond 
Displays, Ardmore, Pa., producer 
of Akravue three-dimensional 
color photography. He will con- 
tinue his duties with Donner. 


Advances Bob Knapp 

Bob Knapp has been named ra- 
dio and television. copy chief of 
Schwimmer & Scott, Chicago. He 
has been with the agency for ten 
years. 


Oklahoma Papers Up Brown 


O. C. Brown, advertising direc- 
tor of the Daily Oklahoman and 
Oklahoma City Times, has been 
elected a director of the Oklahoma 
Publishing Co., Oklahoma City. He 
joined the papers in 1930. 


Technical Names Ward V. P. 

Richard M. Wari has been 
named vice-presiden. of Technical 
Publishing Co., Chicago. He will 
continue to direct the advertising 
sales of Power Generation and 
Plant Engineering. 


GENVINE TURTLE 
VEGETABLE 
SPLIT PEA 


CHICAGO 
SHOW 


¢ Print your ad on “‘self-stik’” Myst1K and 


it’s ready to put up with a touch. That means more 
point-of-sale advertising up . . . less waste. And Mystik 
gets the best spots . . . cash registers, counter tops 
and fronts, store doors, or right on your product. 


There’s nothing else like genuine, patented Mystik. 
It prints or lithographs beautifully in colors, die-cuts 
to all shapes and sizes, is flexible and really sticks. 


And it gets your message up! 


FREE—Write for samples and new book, 
“39 Ways To Use Mysrtix.”’ Also idea book on 
cardboard and other displays of every kind. 


Self-Stik 
Point-of-Sale 
Advertising 


| painrine COMPANY «¢ 2639 NORTH KILDARE © CHICAGO 39, ILLINOIS © OFFICES IN PRINCIPAL CITIES 
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VP Stick Deodorant 
Campaign to Break 
in Chicago Feb. 5 


Cuicaco—On Feb. 5, Virginia 
Parks Inc., Chicago cosmetics man. 
ufacturer, will open a 13-week ra. 
dio and newspaper campaign for 
its new VP stick deodorant. 

The product, similar to a lipstick 
except that it is about %4” in dj- 
ameter, 4” long and mounted in a 
plastic holder, first was tested in 
July last year in Janesville and 
Madison, Wis. 

Advertising, display and sales 
promotion techniques were devel. 
oped in those markets, with grati- 
fying results. In August, prelimi- 
nary tests were run in Chicago, 
again with satisfactory sales re. 
sponse. 

Later in the year, the product 
was extended to Detroit, Minne- 
apolis and St. Louis, then to New 
York. However, the 13-week Chi- 
cago promotion will be the first 
full-scale advertising campaign. 


@ The company will use newspa- 
per ads of from 250 to 300 lines, 
and a five-minute radio show daily 
over Station WGN (4:45-5 p.m. 
CST). The radio program, “Per- 
sonally Yours,” features Virginia 
Parks, who will offer feminine 
beauty hints and tips to career 
girls. It is packaged by Phoenix 
Productions Inc., Chicago. 

The stick deodorant will be sold 
in downtown department stores, 
Walgreen’s and Stineway drug 
stores and independent outlets. It 
also has been accepted for both 
the Montgomery Ward & Co. and 
Sears, Roebuck fall catalogs. 

Within the next two weeks, sim- 
ilar introductory campaigns will 
break in 11 western states. The 
company expects to achieve na- 
tional distribution within a year. 

Robert F. Branch Inc. directs the 
account. 


Sells Intaglio Interest 


Robert A. Travis, president of 
Color Production Service, New 
York, has sold his interest in In- 
taglio Service Corp., of which he 
was also president, to Len S. Pin- 
over, Intaglio vice-president and 
general manager; V. Winfield 
Challenger, formerly a vice-presi- 
dent of N. W. Ayer & Son, and Fred 
Hendrick of Cadillac Engraving, 
Detroit. Mr. Pinover, now majority 
stockholder of Intaglio, is the new 
president. 


KTTV Announces New Rates 


KTTV, Los Angeles television 
station, has announced an increase 
in its rates, effective Feb. 1. The 
new rate for one hour, Class A, 
is $750, and $450 for Class B. Sta- 
tion breaks and service announce- 
ments on sound film will be $112.50 
for Class A and $67.50 for Class B. 
One-minute announcements on 
sound film will be $150 for Class 
A and $90 for Ciass B. 


Wexton Co. Appoints Two 


David Sage, formerly advertising 
director of Official Films, has be- 
come an account executive and 
head of the creative planning de- 
partment of Wexton Co., New 
York. Jean Norton, formerly as- 
sistant art director of circulation 
promotion of Time and Life, has 
been appointed studio manager in 
charge of scheduling production. 


Greeley Leaves WOSH 


George Greeley has resigned as 
manager of WOSH and WOSH- 
FM, ABC affiliate in Oshkosh, 
Wis., to become administrative as- 
sistant to Joseph R. McCarthy, 
Republican Senator from Wiscon- 
sin. Mr. Greeley will be replaced 
at WOSH by Allan H. Embury, 
formerly sales manager of WGFG, 
Kalamazoo, Mich. 


R&R Adds 2 to L. A. Statt 


Buxton P. Lowry and Roland E. 
Jacobson have been added to the 
account executive staff of the Los 
Angeles office of Ruthrauff & 
Rvan. 
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Ranking of 
National 
Advertising Media 


Medium 


Total Investment 
by Advertisers 
(Jan.- Dec: 1949) 


1st 


LIFE 


$76,346,727 


2nd 


National Broadcasting 


64,013,296 


Columbia Broadcasting 


63,403,583 


Saturday Evening Post 


59,259,119 


American Broadcasting 


42,342,854 


Time 


23,771,732 


7th 


Ladies’ Home Journal 


22,743,526 


Sth 


American Weekly 


18,369,671 


Qth 


Mutual Broadcasting 


18,078,695 


10th 


Collier’s 


17,064,959 


The next ten national media rank as follows ...11th: Better Homes and Gardens, $16,967,118— 
12th: This Week, $16,730, 120— 13th: Look, $15,064, 170—14th: Good Housekeeping, $14,883,253— 
15th: Woman’s Home Companion, $11,267,552— 16th: McCall’s, $10,737,228—17th: Newsweek, 
$9,783,560 — 18th: Country Gentleman, $8,946,640— 19th: Farm Journal, $7,880,746 — 20th: 
American Home, $6,571,360, 


Source—Publishers’ Information Bureau (gross figures). 


Radio figures are for network time only. 


FIRST IN MAGAZINE CIRCULATION 


FIRST IN READERS 


FIRST IN ADVERTISING REVENUE 
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Graphic Arts Show 
to Feature Poster 
Design Competition 


Cuicaco—Highlight of the Sixth 
Educational Graphic Arts Expo- 
sition here Sept. 11-23 will be a 
poster competition open to artists 
throughout the country. 


the selections. 
Judges include Rainey Bennett 
and Harry Harringer, free lance 


dent, Society of Typographic Arts; 


Co., Chicago. 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 ikimainiaapapaineainened 


James J. Connolly has been pro- 
moted to production manager of 
| Ruthrauff & Ryan, New York. 


Represented nationally 
by Buen-Smith Co, Inc 


KLX 


Britannica in Atlanta. 


Taylor Poore, art director, Tempo 
Inc., Chicago, and Otis Shepard, 
art director, William Wrigley Jr. 


The exhibition, the first one 
since 1939, is sponsored by Na- 
tional Graphic Arts Expositions 
Inc., 105 W. Monroe St., Chicago 3. 

Rules governing the poster com- 
petition are available from Augus- 
tus E. Giegengack, president and 

First three prizes will be $500,|general manager of National 
$250 and $100, respectively. The | Graphic. 
competition closes April 8 and the 
jury will meet April 21 to make | Hughes Joins Field Sales 


R. B. Hughes, formerly vice- 
president in charge of sales of En- 
cyclopedia Britannica, has joined 
Morton Goldsholl, presi-|the sales staff of Field Enterprises 
Inc.’s educational division, pub- 
lisher of World Book Encyclopedia 
and Childcraft. Previous to his 
transfer to Chicago last May, Mr. 
Hughes was division manager of 
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‘World-Herald’ Boosts Two 


Eugene B. Carrington and Ker- 
mit Hansen have been appointed 
assistant business managers of the 
Omaha World-Herald. Mr. Car- 
rington, who joined the paper in 


Along the Media Path 


1942, has been classified advertis- 


ing manager since 1947. Mr. Han-|@ Using a “fake” color process de- 
sen, previously public relations di-| veloped by Sam Osterban, its en- 
rector and then youth activities|graving superintendent, California 
director, returned to the World-|Rotogravure Co. set what it be- 
Herald recently after positions||ieves is a new record for speed in 
with Gardner Advertising Co. and turning out a color gravure sou- 
venir booklet of the Rose Parade. 
First copy for the color pages 
showing photos of the parade was 

Adolph G. Niederlander has been | received at the plant at 10:35 a. m. 
named sales manager of the whole-| the day of the parade and, at 8:30 
sale division of Weed & Co., Buf-|a m. the next day, copies of the 
falo. He succeeds Henry A. Latham,|pooxlet were on sale in Los An- 


Grant Advertising. 


Weed Names Niederlander 


who is retiring as sales manager 
but who will remain with the com- 
pany in an advisory capacity. 


Dowd Agency Appointed 
The New Bedford, Woods Hole, 


geles streets. 


Steamship Authority has appointed : 
John C. Dowd Inc., Boston, to han- | TEC!PeS. 
dle its account. Newspapers will 
be used. 


e WLAW, Lawrence, Mass., ran a 
cook book contest last year and got 
about 20,000 recipes. Now all en- 
- ' trants have received a copy of the 
Martha’s Vineyard and Nantucket 32-page book featuring the 52 best 


e Holiday top brass staged a spe- 


HERE’S WHAT IT TAKES TO MAKE A SALE 


WHEN YOU BRING THESE THREE TOGETHER, 
YOU INCREASE SALES, REDUCE SELLING COSTS! 


First, you need a prospect for your product. This 
doesn’t mean just people — it means certain people, 
the kind that are ready-to-buy shoppers. 


Shoppers are found in greatest numbers in neighbor- 

hood retail shopping centers. Here’s where 98% of 

S a products and 85% of all drug products are 
ught. 


Second, you must persuade these prospects to buy 
your product. Advertising, the most economical form 
of mass persuasion, is most effective when directed 
at your prospects when they are in a buying mood. 


Third, your product must be easily available to pros- 
pects when they want to buy. This means adequate 
Saraeen, When buyers cannot get a product sales 
are lost. 


The Criterion Selling Method increases sales, speeds 
up turnover, by bringing together these three most 
important sales elements — Prospects — Persuasion 
— and Product. . 


Criterion enables you to place your sales messages 


before the largest number of your most logical pros- 
pects. 


Your sales messages get the prospect’s attention 
because they are always placed at eye-level on the 
busiest corners of neighborhood shopping centers. 


Direct sales action is assured through strong colorful 
copy. This makes it easier for shoppers to identify 
and pick up your product from busy shelves. 


You can place your sales meena in just those neigh- 
borhoods where sales potential is greatest. No other 
medium but Criterion works exclusively in these vital 
sales spots. You build sales every day because 
Criterion Service is continuous. 


This Sales Method has been building profits for lead- 
ing manufacturers for 35 years. Successful merchan- 
disers like Heinz, Kraft, Libby, Ward, R. J. Reynolds, 
Wrigley and others use Criterion Service. 


Let us show you how Criterion can increase your 
sales by bringing your prospects, your persuasion, and 
your product together where it pays off best 


CRITERION SERVICE, Inc. 


122 East 42nd Street 
NEW YORK 17, W. Y. 


216 Tremont Street 
BOSTON 16, MASS. 


612 N. Michigan Ave. 
CHICAGO 11, ILL. 


1095 Market Street 
SAN FRANCISCO 3, CAL. 


cial reception for Washington top 
brass in mid-January to preview 
the February issue of Holiday, de. 
voted entirely to Washington. This 
is the second time the magazine 
has devoted an entire issue to one 
city, the first having been in April 
last year, when New York wag 
featured. 


circulation to better than 600,000, 


additions from Outdoors. Bob 
Becker and Jim Mitchell continue 
as editor and managing editor, as 
do various department editors. 
Added, from the Outdoors staff, 
are Ollie Rodman and Lee Wulff 
as co-editors of the fishing depart- 
ment; Col. H. P. Sheldon, who with 
Bert Popowski, former Outdoors- 
man writer, will be co-editor of 


Tapply, former editor of Outdoors, 
vacation editor, and Elon Jessup, 
boating editor. Others on the en- 
larged staff include Dick Fortney, 
fishing columnist; Mabry Ander- 
son, southern editor; K. F. Murray, 
camping editor, and Carter H. An- 
thony, veterinarian columnist. 


e Bright note: Dell Men’s Group 
reports its February issues hit a 
new high in advertising linage, 
with 27 pages. Previous high was 
back in March, 1946. 


e Food editorial is being given 
more and more attention by news- 
papers. A study of 534 newspapers 
for the month of September last 
year shows they carried more than 
1,629 full standard-size pages of 
editorial material on food. The av- 
erage newspaper in the group 
studied would carry, on this basis, 
more than 36 full pages of edi- 
torial text and pictures on food. 


e “Torontario” is being featured in 
a new record-and-easel presenta- 
tion of the Toronto Globe and Mail 
which does an unusual job of 
stressing the advertising value of 


well. 


“to stimulate promotion and sale 
of electrically operated farm equip- 
ment.” They will be administered 
by the Edison Electric Institute, 
and are named after Frank Watts, 
for nine years on the Farm Journal 
staff, an authority on farm elec- 
trification, who has been boosting 
for greater use of electricity on the 
farm for 43 years. 


Pittsfield, Mass., has begun ex- 


plant at a cost of $200,000. 


conducted a student essay contest 
on “What Radio Means to Me” as 
part of its 25th anniversary cele- 
bration. Each of the ten winners 


lars at a special presentation. 


CAAA Names Fontaine 


Canadian Advertising Agency, 
Montreal, has been made presi- 
dent of Canadian Association of 
Advertising Agencies. He fills the 
vacancy created by the death of 
Morgan Eastman, vice-president of 
McConnell, Eastman & Co. Howard 
Baker, vice-president of Baker Ad- 
vertising, Toronto, has been named 
vice-president of the association. 


B&B Promotes Fleischman 


W. H. Fleischman, account exec- 
utive of Benton & Bowles, has been 
named manager of the agency’s 


Toronto office. 


e The merger of Outdoors with® 
Outdoorsman has not only boosted™ 


but enlarged its editorial staff with™ 


the hunting department; H. GG 


all three Toronto papers. Shown to § 
agency groups in Canada, it is now§ 
being shown to U. S. agencies as 


e Five annual cash awards haveg 
been announced by Farm Journal¥ 


e The Berkshire Evening Eagle,§ 


pansion and modernization of its] 


e Station WGBI, Scranton, Pa® 


was presented with 25 silver dol-¥ 


Hector Fontaine, president of 9 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


[) One Year at $3.00 [] Two Years at $5.00 [] Three Years at $6.00 
() Payment enclosed [7] Bill me later [j Bill my firm 


Name__ Title 
Firm 
Street 
City Zone__State. 
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1) Popular Mechanics | 
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Ne nat . i ee Ses ees 


In 1949 


carried more pages of advertising than any 
other monthly magazine! 


ee 


Again POPULAR MECHANICS leads in 
advertising pages! In 1949 POPULAR MECHANICS 
led all other monthly magazines in pages 

of advertising carried. 
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Here’s why: POPULAR MECHANICS produces big 
results at amazingly low cost. Further, 
its audience of 414 MILLION MEN have the 
P.M. Mind... they read ads deliberately 
and respond with alacrity. 


To Sell anything MEN buy... 


REACH THE M MIND 
* * 
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County Court Rules 
Pennsylvania Soft 
Drink Tax Legal 


HARRISBURG, Pa.—Pennsylvania 
bottlers and syrup manufacturers 
have lost another round in their 
2-year fight to eliminate the 
state’s controversial soft drink tax. 
The Dauphin County court has 
upheld the constitutionality of the 
measure. 

The court deleted only one sec- 
tion of the law—that which de- 
manded that out-of-state bottlers 
and manufacturers pay the tax be- 
fore their products enter Pennsyl- 
vania. However, it held that tax 
stamps must be affixed to the 
products within 24 hours after 
they arrive in the state. 

The tax now brings in about 
$13,500,000 annually. With this 
amount at stake, bottling and man- 
ufacturing interests are expected 
to appeal the decision to Pennsyl- 
vania’s supreme court. 


difference a few 
miles do make! 


IT’S ONLY 24 miles 

from the heart of Long Beach, 
California, to Los Angeles’ 
city hall. But the reading 
preferences of the 

people of these two cities 

are poles apart! 

Long Beach newspaper 
readers are definitely outside 
the “effective influence zone” 
of the Los Angeles dailies. 
The greatest Long Beach 
readership of any Los Angeles 
paper is only 14 per cent, 
and the Press-Telegram 
duplicates 60 per cent of 
that! Which again proves that 
in Long Beach the Press- 
Telegram is “The Paper 

the People Prefer!” 


Check the chart below 
for the full story! 
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SIs’. PAPER “E” 
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% of Long Beach 
Co ae newspaper audience 
% duplicated by 
A 
figures from impartial survey 


L. B. Press-Telegram 
ag 
y Publication Research Service, 
Chicago, Ill., 


Beach, 


OBVIOUSLY, in Lon the 
the job alone! 


Press-Telegram can 
Beach, California 


Brooks Heads S. Karpen 


Robert G. Brooks, who has been 
executive vice-president and gen- 
eral.manager of the transportation 
seating division of S. Karpen & 
Bros., Chicago furniture manufac- 
turer, has been elected president 
of the company. He succeeds Leo 
Karpen, president since 1937, who 
has been made chairman. Mr. 
Brooks joined Karpen in 1923. 


Capitol to Byer & Bowman 
Capitol Mfg. & Supply Co., 
Columbus, O., manufacturer of 


pipe fitting and specialties, has ap- 
pointed Byer & Bowman, Colum- 
bus, to handle trade publication 
and direct mail advertising for a 
new product called Cap Redi- 
Bends, which, it is said, will lower 
the cost of radiant heat installa- 
tions. 


Empire Appoints Byrne A. M. 


John J. Byrne, previously adver- 
tising manager of the St. Louis 
Business Record, has been ap- 
pointed advertising manager of 
Empire Stove Co., Belleville, Ill. 


Retires from Wyandotte 

C. B. Robinson has retired as 
vice-president of Wyandotte 
Chemicals Corp. in charge of the 
J. B. Ford Division. Mr. Robinson, 
who joined the Wyandotte, Mich., 
company in 1917, will continue to 
serve as a sales consultant. 


Kohnstamm Names Sackheim 

H. Kohnstamm & Co., New York, 
manufacturer of colors and flavor- 
ing extracts, has appointed Ben 
Sackheim Inc., New York, to han- 
dle its advertising. 


Advertising Age, January 30, 1950. 


Kold Draft Names Consultant 
The Kold Draft division of Uni. 
flow Mfg. Co., Erie, Pa., manufae- 
turer of beer dispensing and coo}. 
ing equipment, has appointed John 
Harder Fenstermacher, Corry, Pa, 
as sales and advertising consultant. 


Storecast Adds 14 Accounts 


Storecast Corp. of America, New 
York, which broadcasts commer. 
cials to supermarkets in several 
cities, has added 14 new advertis. 
ers to its list of clients this month, 
bringing the total to 110. 


Py), steady 
PENNSYLVANIA 


FEBRUARY FARM INCOME: 


°60,0008 


Another 


big Month. 


% Based on three-year average. 


. 2 
ee | | Pray 
‘ Ve 
bi — . of si 
aoe ‘our 
eek mani 
rere and : 
sk acd, Schic 
ia pows 
oun ee powé 
Se Sch 
eee L. 
oe the 
oe Smit 
cies | troit 
fa 
Ce 
er , } 4 
ee oe Cee te a bala Ala ao 
ae, ar , eo g” Be cl.” i os Dak i 12) 13 1 4115 oe sentient 
— , } 
gh ai 1511617118 
et eat eee me, Fg 141A Pong Pree E (eae 
I 7 Ak at = oe Lee | i 
ff . ea. 19\20/21222324.25 
Seo er aes a tags 5 AER Sean! een mena ee oo 
oe a i — | % . ae 2 6 27 9) 8 ~ 
ie sea, * —— * 
‘) : esi > ww . _ are “a his . 
ee ss ee iy | 
‘ ee a a Sa .~ ‘ a’ 
~~ — 4a ry os 
hat a world of ee ——— 
a ee SY i ae init hae he - Wat aes 
Lae ae * cai re “- _ | ae f 
es a ae — * 3% ees ake _ - Z eet * a k,! ay ‘ ip 
6 Sy a ne ee 
ve ct Shem oe RE ie ane a ee 2 a ye ee 2 ‘ 
sie A PS i ae ie 
eee cor he ee 2 ae ot aes eA Pl See ee 
nie 
oe 
ce 
ine Varie 
eae keep: 
chasi 
How 
Th 
. buyir 
ae FAR 
ante : 
siihers zine. 
ee 3 7 out 
. ox it eve 
3 Po RI 
oo a. 
ieee 
ee " * a oe 
— throu 
ie. sylva 
eee THE © 
Bits: af is x, 
—  Press-Telegram 
o> hea 
ae Represented Nationally by 
pec CRESMER & WOODWARD, Inc 
SRE i iat G5 Re AGRI 0 ee RAS GO ice oR Mag, GR Sal gee ~~. EN es ei i tare ila een 


Advertising Age, January 30, 1950 


Pray to Schield-Bantam 


Vernon E, Pray, formerly head 
of sales promotion at R. G. Le- 
fourneau Inc. has been named 
manager of the new advertising 
aad sales promotion department of 
Schield-Bantam Co., Waverly, Ia., 
manufacturer of truck-mounted 
power shovels. 


Schneider Joins BSF&D 

L. James Schneider has joined 
the creative copy staff of Brooke, 
Smith, French & Dorrance, De- 


troit. 


Winifred Holmes Promoted 


Mrs. Winifred Holmes, associate 
merchandising editor, has been 
named merchandising editor of 
Plumbing & Heating Journal and 
Plumbing & Heating Wholesaler, 
New York. 


Fallon Joins Erwin. Wasey 

James L. Fallon, formerly vice- 
president of Davis & Co., has joined 
the Los Angeles office of Erwin, 
Wasey & Co., where he will serve 
on both the contact and creative 
staffs. 


Iowa State College 
Video Station Plans 


Commercial Shows 


Ames, Ia.—Station WOI-TV, 
first college-owned video station 
to go on the air, will start next 
month with three hours of even- 
ing programming daily. 

Unlike Iowa State College’s AM 
station, which has shunned com- 
mercial programs in favor of un- 


sponsored, educational shows dur- 
ing its 27 years of operations, the 
new television outlet will carry 
sponsored network shows. 

Reason for the departure was 
explained by Richard Hull, radio 
director of thé college: “If we can- 
not give enough good programs to 
satisfy the television fan, we might 
kill off television here. It has hap- 
pened in some cities.” 

The commercial phase of WOI- 
TV’s operations will be temporary. 
Mr. Hull expects that it will con- 


—— 


Variety—cash crops to sell every month— 
keeps Pennsylvania farm income (and pur- 
chasing power) steady throughout the year. 
How steady? Look at the chart below. 

There’s one sure way to reach these big 
buying farm families—in PENNSYLVANIA 
FARMER. Because it’s their own farm maga- 
zine... covering their own farm problems... 
7 out of 10 Pennsylvania farm families read 
it every month. 

And remember —in PENNSYLVANIA 
FARMER your advertising gets action because 
it can tie in your dealers—to give them the 
positive help that makes sales. 


Steady Buying Power. The unusual 
through-the-year big buying power of Penn- 
sylvania farmers is proved by this 12-month 


PENNSYLVANIA FARMER, 
HARRISBURG 


MICHIGAN FARMER, EAST LANSING 
THE OHIO FARMER, CLEVELAND 


chart of farm income. For over 100 years this 
steadiness has gone hand in hand with Penn- 
sylvania’s growth. Two of the few other states 
like it are Michigan and Ohio, served by 
MICHIGAN FARMER and THE OHIO 
FARMER. For further information write 
U1013 Rockwell Ave., Cleveland 14, Ohio. 


ae 97% 
07% 9.4% 9.1%, 
81% 78% 81% 8.3% f 
73% . 


6.8% 


Jon. Feb. Mor Apr. May June july Avg Sept. Oct Nov Dec. 


New booklet shows big market for garden tractors, barn 
building materials, silos and barn equipment on Penn- 
sylvania, Ohio, and Michigan farms. Send for your 
copy today! 
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tinue until permits are granted for 
other commercial stations in the 
area, perhaps a year or twe from 
now. 


Two Join Miller Associates 


Jan Sekowski, formerly with 
Fred Rudge Inc., and Mary Anne 
Pfenninger, formerly of Eaton Pa- 
per Corp., have joined Edwin W. 
Miller & Associates, New Haven, 
Conn., as research director and as- 
sistant art director, respectively. 


Appoints Vladimir Agency 


Union Pharmaceutical Co., 
Montclair, N. J., has appointed Ir- 
win Vladimir & Co., New York, to 
handle its foreign advertising. A 
campaign for Inhiston will be 
launched immediately, using full 
pages in overseas newspapers. 


Will Air Norfolk Baseball 


Glasgow Brewing Co., Norfolk, 
Va., brewer of Glasgow beer, and 
Station WNOR, Norfolk, have 
signed for the broadcast rights for 
all the 1950 baseball games of the 
Norfolk Tars. 


(Advertisement) 


Canadian Pacific Official 


C. E. Jefferson has been appointed 
vice president of traffic of the Cana- 
dian Pacific Railway Co., with head- 
quarters in Montreal. 

Mr. Jefferson says, “The Wall Street 


Journal is invaluable for keeping one 


well-informed on current business 
trends which is so essential to a rail- 
way traffic official. The Journal’s many 
articles on matters concerning the 
field of transportation are most en- 
lightening.” 

The 236,977 daily readers of The 
Wall Street Journal are America’s 
best-informed business men. Sales 
executives recognize the 236,977 daily 
Journal readers (including over 24,000 
vice presidents) as the big (and buy- 
ing) market of production and dis- 
tribution. 


Chemical Co. V. P. 


H. E. Bramston-Cook has been elect- 
ed a vice president of the Oronite 
Chemical Co., subsidiary of Standard 
Oil of California. 

Mr. Bramston-Cook says, “Through 
the years I have found that The Wall 
Street Journal makes it a policy to 
carry all of the vitally significant 
chemical news of interest to those in 
industry.” 

Advertisers who sell to businessmen 
depend upon The Journal to sell their 
advertising messages directly to the 
men-in-positions-to-buy. Your adver- 
tisement in the Only National Busi- 
ness Daily will reach the business 
executives and their assistants (236,977 
active business men from coast to 
coast) who depend on The Wall Street 
Journal daily for full coverage of 


essential business news and for inter. | 


pretation of business situations, 
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Bowman Studio, Ine. 


360 NORTH MICHIGAN AVE. 


CHICAGO 
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PHONE CE 6-0233 


AMC Head Hits 
at Newspapers 
as Backward’ 


Cuicaco—Joseph P. Kasper, 
president, Associated Merchandis- 
ing Corp., huge department store 
chain, tossed a salad of assorted 
bitter criticisms at newspapers in 


NAEA Meeting 


a talk before the Newspaper Ad- 
vertising Executives Association 
here Monday, but removed some 


of the sting by saying, in ‘con- 
clusion: 

“In spite of my many uncom- 
plimentary remarks, I wish to tell 
you that the retailers are still 
banking more heavily on you than 
on any other medium of adver- 
tising. We shall continue to put 
the blue chips on the daily news- 
paper because we have not yet 
lost faith in your ability to pro- 
duce results.” 


ws Asserting that the stores af- 
filiated with Associated Merchan- 
dising Corp. spent over $16,000,000 
for newspaper advertising in 1948, 
their largest single item of ex- 
pense next to payroll, he ventured 
the guess that 25% of it—$4,000,- 
000—was wasted. 

“T am not inferring,” Mr. Kasper 


BEST WAY 

TO START A 
SAN FRANCISCO 
LIST... 


Space buyers who know our 9-County 
Bay Area market...and The Chronicle’s 
potent “Best Circle” coverage of city 
and trading zone... usually START 
their San Francisco newspaper lists by 
scheduling The Chronicle. 

Market coverage of other types, if 
desired, can be added quite simply by 
referring to current circulation state- 
ments and rate cards, 


aii 


“This big Chronicle food advertiser has 65.7% 
of its 181 Bay Area stores in the Trading Zone—only 34.3% 
in the San Francisco City Zone 


Check SAFEWAY’S sales strategy in 
San Francisco’s ‘‘BEST CIRCLES’’ 


 penerghi second largest U.S. food chain, knows where food sales 
peak up in our Bay Area market. Their store coverage pattern 
is synchronized with the mass food-buying potential —two-thirds 
in our suburbs. It goes to show, we think, that you can’t judge the 
sales ability of a food chain or a newspaper by strength of City 
Zone coverage alone. You need The Chronicle for top-district 
selling in San Francisco. And out in our Trading Zone, where sales 
grow bigger, you need The Chronicle even more! 
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said, “that this money should have 
been saved, but that it should have 
been spent more wisely. The only 
way I know of making this ex. 
penditure more productive ig 
through intelligent research that 
will give us some specific yard. 
sticks. Too much of your and our 
selling effort is concerned with 
historic matters rather than being 
projected forward in terms of 
stores, sales opportunities, etc.” 


ws Mr. Kasper indicted newspapers 
on a variety of counts, including 
development of monopolies in 
many cities and overly competitive 
selling, but leveled his big guns at 
newspapers as “a backward bus- 
iness, mechanically and techno. 
logically.” 

“It appears to me,” he said, “that 
there have been literally no 
changes, innovations, improve. 
ments or evidences of progress in 
the newspaper business in the past 
25 years... Nothing much new has 
been introduced...The only ma- 
jor appropriation for fundamental 


research was made in 1948—$250,. 
000... 

“If the advertising is better, it’s 
because stores and agencies have 
improved their art work and lay- 
outs and copy—almost in spite of 
the newspapers. Production con- 
tinues to be about as bad as it al- 
ways was—a black dress continues 
to be just a smudge of printer’s 
oe 


a “Is not the time long overdue 
for the newspaper industry to back 
off and take a good long objective 
look at itself? ... What is so sacred 
about page makeup? What has 
been done with color? It is true 
that some 500 papers are experi- 
menting with color, but you have 
been slow compared to your com- 
petitors.” 

There are two important, fun- 
damental elements in the retail 
business that retailers know too 
little about, Mr. Kasper said. “One 
is our customer and the other is 
the performance of the advertising 
dollar we spend.’”’ Newspapers can 
help tremendously to improve 
knowledge in both these areas, he 
said. 

More research into their own 
circulations and markets would be 
extremely valuable, he implied, 
adding that the “precipitous de- 
crease both in circulation and ad- 
vertising linage which is taking 
place in the evening newspaper 
field, with a commensurate in- 
crease in circulation and adver- 
tising linage in Sunday papers, 
should be of mutual concern” to 
newspapers and retailers. 


a In the ten years from 1938 to 
1948, he reported, the share of to- 
tal department store advertising in 
morning papers has moved up 
from 25 to 27%, while evening pa- 
pers have gone down from 57.2% 
to 47.5%, and the Sunday share 
has zoomed from 17.8% to 25.3%. 

He complained also that in too 
many cases, newspapers fail to edi- 
torialize merchandise trends of 
great interest to their readers, em- 
phasizing that he was not talk- 
ing about “publicity handouts, just 
to appease the stores.” 

As far as advertising itself is 
concerned, he said “there is too 
little willingness to experiment. 
We retailers are just as guilty of 
this failure as you, and the result 
is that both of us have become 
mere fillers of white space.” 


PHYSICAL IMPROVEMENTS 
COMING, SAYS SLOCUM 

CuIcAGO—Newspapers must de- 
velop methods of improving their 
products physically, Richard W. 
Slocum, general manager of the 
Philadelphia Bulletin, told mem- 
bers of the Newspaper Advertis- 
ing Executives Association at its 
meeting here Tuesday. 

Although very little of a start- 
ling nature has developed yet with 
regard to physical production of 
newspapers, Mr. Slocum hinted 
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CHOICE—The first spring-quarter ad cam- 

paign in several years for Atlantic Re- 

fining Co. is appearing in newspapers 

from New England to Florida, with full- 

page ads scheduled in most of the 43 

cities in the company’s territory. N. W. 
Ayer & Son is the agency. 


that the research activities of the 
American Newspaper Publishers 
Association have not gone for 
naught, and that “many things are 
near to fruition.” 

He mentioned specifically that 
efforts are being made to develop 
a better printing surface for news- 
papers, and implied that progress 
in improving newsprint is nearing 
the point where practical results 
might be seen before too long. 


Reynolds, Liggett 
Sales Set Records 


New YorK—Sales and earnings 
of Liggett & Myers Tobacco Co. 
and the R. J. Reynolds Tobacco Co. 
were the largest in the history of 
the companies, according to their 
annual statements for 1949. 

Reynolds’ earnings rose to $40,- 
454,161, or 5.42% of sales totaling 
$746,345,301. In 1948 net sales were 
$724,921,310, and net earnings were 
$34,617,203. 

Sales of Camel and Cavalier 
cigarets, manufactured by the 
company for use in the United 
States, exceeded those for 1948, 
but cigaret sales for export were 
less. Smoking tobacco sales were 
larger; chewing tobacco sales de- 
clined. 

Liggett & Myers earned a record 
net last year of $29,566,694. Sales 
totaled $557,733,433. In 1948 net 
Sales were $556,506,847 and net 
earnings $29,261,121. 


Stevens Heads Printing Firm 


Paul G. Stevens has been elected 
president of the Consolidated 
Printing Ink Co., St. Paul, wholly 
owned subsidiary of Brown & 
Bigelow. Harvey V. Gustafson, 
secretary, has been promoted to 
vice-president and secretary and 
Harold Koehler, Milwaukee sales 
representative, has been appointed 
vice-president in charge of sales. 
Mr. Stevens succeeds Charles A. 
Ward, president of Brown & Bige- 
ow, who becomes chairman of the 
board of Consolidated. Millard B. 
ate has been reelected treas- 

r. 


Association Changes Name 


_ Association of Export Advertis- 
ing Agencies has changed its name 
to Association of International Ad- 
vertising Agencies. The association 
was formed in 1942 as an organ- 
ization to further understanding in 
business and industry on current 
international marketing problems. 
It also maintains contact with ad- 
vertising representatives abroad 
and provides mutual assistance on 
advertising problems. 


Names Ayer & Gillette 


Ayer & Gillette Advertising 
Agency, Charlotte, N. C., has been 
appointed to handle the advertis- 
ing of the Wilson (N. C.) Chamber 
of Commerce. 


To Manson-Gold-Miller 


_ Manson-Gold-Miller, Minneapo- 
lis, has been appointed to handle 
the publicity and promotion cam- 
Paign for Mutual of Omaha in 


Use of Triographic 
Plastic Displays Told 


Thirteen national advertisers ap- 
plied Stanley L. Wessel & Co.’s 
Triographic process to their point 
of sale material last year, the New 
York company reports. Triographic 
treatment for posters and window 
displays combines Vinylite plastic 
with third dimensional color print- 
ing. 

According to the Wessel Co., 
ten years’ research and more than 
$250,000 were invested, in collab- 
oration with Borkland Labora- 
tories, in developing the Trio- 
graphic process. The color print- 
ing is accomplished on _ special 
equipment with formula inks. Art 
work for the process is prepared 
in a pre-distorted form. Finished 
displays are then made by a pat- 
ented molding process. 


Masland Duraleather 
Expands Ad Budget 


Masland Duraleather Co., Phila- 
delphia, has expanded its over-all 


advertising budget by about 15% 
over last year. The company will 
use two and four-color ads in con- 
sumer publications for its Duran 
brand of plastic upholstery fabric. 

Copy will appear in Better 
Homes & Gardens, Country Gen- 
tleman, Good Housekeeping, House 
Beautiful, House & Garden, Ladies’ 
Home Journal, Living for Young 


Homemakers, The Saturday Eve- 
ning Post and Sunset. Trade pub- 
lications also will be used. Fox & 


McKenzie, Philadelphia, is the 
agency. 
Gamble-Skogmo Elects 


Bertin C. Gamble, board. chair- 


man of Gamble-Skogmo Inc., 
‘Minneapolis, has been elected pres- 
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ident of the company following 
the death of his partner Philip W. 
Skogmo, co-founder and president. 


Ad Conference Scheduled 

The sixth annual advertising and 
sales promotion conference, spon- 
sored by Ohio State University, 
will be held Feb. 23-24 at the Fort 
Hayes Hotel, Columbus, O. 


_—— 


Sell the School Planners As They Plan 


Catalog your products in 
1950-51 American School and University 


For 22 years the standard collective catalog 
of the school and college market 


Write for rates and closing dates 


The American School Publishing Corporation —__ 


470 Fourth Avenue, New York 16, N. Y. 


Famil 


SALES DATA: 


Minnesota. 
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COLORADO FAMILIES 


BUY MORE 


AMONG THE 48 STATES 
Colorado—with $1,423,000,000 Retail Sales—ranks: 
Ist in General Merchandise Sales Per Family 
3rd in Total Retail Sales Per Family 
6th in Drug Sales Per Family 
8th in Furniture, Household, and Radio Sales Per 


Y 
14th in Food Sales Per Family 


SOURCES 


Survey of Buying Power 
May 10, 1949 ; 
CIRCULATION: A.B.C. Publisher's Statement 
September 30, 1949 


... and THE DENVER POST se hem 
with the ECONOMY of SINGLE MEDIUM COVERAGE 


THE DENVER POST GIVES YOU 
Through Its Sunday Roto, Comic, and Magazine 


Sections: 


99% Coverage of Metropolitan Denver 
93% Coverage of Retail Trading Zone 
71% Coverage of Entire Staté of Colorado 


392,031 Total Circulation 


HE DENVER POST 


The Voice of, the Rocky Mountain Empire 


PALMER WOYT, EDITOR AND PUBLISHER — 
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Canada Newsprint ‘Monopoly’ 
Under Question Again 

WASHINGTON—Every so often 
some adventurous soul sits back in 
his congressional chair and an- 
nounces that the time has come to 
do something about the Canadian 
newspr_nt “monopoly.” And so this 
spring, anti-monopoly investigators 
of the House judiciary committee 
will call a train of witnesses in- 
terested in the creation of Alaskan 
mills to give Canada some competi- 
tion. 

The Alaskan idea first bounced 
around congressional corridors 
nearly 30 years ago when Canada 
first began to profit from its dom- 
ination of the newsprint market. 
It was in the period of wartime 
shortage that Alaska’s possibilities 
were rediscovered. Just after the 
war Alaska was thoroughly ex- 
plored by a House interstate com- 
merce committee task force under 
Rep. Clarence Brown (R., O.). 
Shortly afterwards, its possibilities 
were expounded by a Senate small 
business subcommittee under Sen. 
Homer Capehart (R., Ind.). Rep. 
Emanuel Celler (D., N. Y.), head 
of the House judiciary committee, 
might save a lot of time by pick- 
ing up a phone and consulting 
either of these gentlemen. 

The Capehart committee finally 
succeeded in arranging for the con- 
struction of an Alaskan paper mill, 
but it did not make newsprint. Ap- 
parently, abundant supplies of 
wood, power and labor have given 
Canada a natural advantage even 
at present newsprint prices, 104% 
over prewar. 

eee 

The judiciary committee anti- 
monopoly investigations may pro- 
duce a number of technical moves 
to tighten the anti-trust laws. But 
for the most part Rep. Celler looks 
at them as an “educational cam- 
paign” to alert the public to “the 
problem of bigness.” Federal Trade 


By STANLEY E. COHEN, Washington Editor 


Commission has already considered 
the issue; its verdict, forwarded to 
the House small business commit- | 
tee recently, calls for legislation. 
The plan: To give FTC the power 
to break up “quasi-monopolies”— 
the “Big 3” and “Big 4” of an in- 
dustry. 

In fighting bigness, Celler and 
FTC are not speaking for the. 


SRT-TV SRT-TV SRT-TYV 
SPECIAL CONDENSED 


gaan 


COURSES 
or 


ADVERTISING and RADIO 
EXECUTIVES and EMPLOYEES 


Program Building - Production 
Script Writing - Film Techniques 
Video Effects - Commercials 
Time Sales 


Basic TV Principles, etc. 
Instruction by outstanding TV professionals 
a Thomas H. Hutchinson, 
Gilbert Seldes, Noran E. Kersta, et al. 
Complete TV station equipment, 
teaching under actual broadcast 
conditions. 
Other full-time day and evening 
courses— 
thorough professional training 
in all phases of TV Broadcasting. 


Approved for Veterans 
Ask for Prospectus CTA 


SRT 


(School of Radio Technique) 
TELEVISION STUDIOS 
America's Oldest Broadcasting School 
316 West 57 Street, New York 19, N.Y. 
Plora 7-3212 
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entire government. Anti-trust di- 
vision of the Department of Jus- 
tice insists it sees nothing wrong 
with bigness “as such.” Justice 
trust busters say they are con- 
cerned only with efforts to suppress 
competition or obtain illegal ad- 
vantages. They say they have many 
cases pending where small firms 
have established an iron grip on 
production or sale of a critical 
product. 
ee ee 

Antihistamine ads have set off 
a slow fuse which threatens to 
flame into a full-scale investiga- 
tion of existing labeling and ad- 
vertising laws for drug products. 
The spark was applied in the 
House appropriations committee, 


| where Rep. E. H. Hedrick (D., W. 
| Va.), a doctor, asked why Food and 


Drug Administration approved the 
cold pills without determining 
whether they worked. Food and 
Drug Administrator Paul B. Dun- 
bar explained that he cannot stop 
marketing of a product without 
clear proof that it is ineffec- 
tive. 

“It may take several years to get 
such proof,” he added. Existing 
law, adopted in 1937 after adulter- 
ated elixir sulphanilamide got in- 
to circulation, requ’res that con- 
cerns prove their product is safe 
to take in prescribed doses. After 
hearing Dr. Dunbar, Rep. Frank 
B. Keefe (R., Wis.) said he thought 
it might be wise to have an addi- 
tional amendment requiring drug 
concerns to prove that their prod- 
ucts work. 


Slightly over half the nation’s 
50.5 million men use pajamas, ac- 
cording to a men’s clothing pre- 
ference study currently available 
from the Department of Agricul- 
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_ On your saved-up dollars. 


For Details, Call, Phone or Write for our FREE Booklet . 
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2% Return isnot enough sig 


Advertising Age, January 30, 1959 
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PERCENTER—Bache & Co., New York Stock Exchange member, will use this ad car 

card campaign scheduled to kick off Feb. 1 in New York’s Independent Subway Sys- 

tem through New York Subways Advertising Co. and Albert Frank-Guenther Law, 
a ; 


the Bache agency. T 


P 


will give Bache & Co. a “first’’ among financial 


advertisers using car card advertising. 


ture (Miscellaneous Publication 
No. 706). The study stresses the 
types of fabrics men prefer in 
their various garments and regis- 
ters their complaints about style, 
fitting and weight. Previously, the 


department studied women’s cloth- 
ing preferences. A third study, 
covering children’s clothing, is yet 
to come. 
ae ae 
Goodyear Tire & Rubber Co. says 


(ood Housekeeping Promotion 


in face of over-all downward trend 


Last October, department store sales were falling 
off all over the country. In Boston, Federal Re- 


serve averages showed sales down 6.3%. 


But at R. H. White's, sales were UP. . . 


12.6% above the average! 


Reason: White's featured a special GOOD 
HOUSEKEEPING Week, where products guar- 
anteed by GOOD HOUSEKEEPING were adver- 


BOsTON 12, Mass» 


UP 


OFFICE OF THE PRESIDENT 


GOOD HOUSEKEEPING 


tised, displayed, and identified by posters through- 
out the store. 


For results, read this letter from the President of 
White's. See the following photographs. And for 
more detailed information, write for illustrated 
brochure. Address Promotion Department, Good 
Housekeeping, 959 8th Ave., New York 19, N.Y. - 


Dear Mr. Bailey: 


The association 
your Seal, and your 
more to us than the 
lars of volume. It 


scious than ever of 


satisfaction.... 


Full-page newspaper ads announced GOOD HOUSEKEEPING 
Week, increased store traffic. 


21 window displays, like dining room above, drew interested 


customers into store. 


quent OR 4 REFUND Oo 


P cantaed by > 
Good ~lpaanange 


wor AS anvenmistd wre 


that we've seen our 
tainly can agree! 


the whole promotion. 
goods,* but all of our buyers and our sales 
personnel are now more familiar with the 
story of the Guaranty Seal and its ability 
to move merchandise. 


*Our business was 12. 
Reserve average for Boston for the period. 


——— 


Mr. Wesley Bailey, Promotion Mgr. 


November 2, 1949 Kgf 


Now that our store-—wide GOOD HOUSEKEEP- 
ING event has come to a close, I should 
like to tell you how satisfied we were with 


It not only sold 


with your Magazine, 
Readership also brought 
mere addition of dol- 
helped us to sell our 


store to a public that today is more con- 


quality, and is ever on 


the lookout for some extra guarantee of 


You told our staff in your speech here 
that "GOOD HOUSEKEEPING Sells Goods." 


Now 
figures, we most cer— 


We at White's look for- 
ward to other equally profitable promotions 
with your great organization. 


Sincerely, 


6% ahead of the Federal 
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the consumer will be the chief 
loser if Federal Trade Commission 
goes through with a pending plan 
fiziny a maximum discount quan- 
tity in the tire industry. Goodyear 
says existing discounts, which give 
a considerable advantage to major 
mail order and chain. organiza- 
tions, are the result of competition 
but the commission says the dis- 
counts are so large that small tire 
dealers are finding it impossible to 
survive. The commission is con- 
sidering a carload maximum in 
computing discounts. 
eo. * 

While the presidential tax mes- 
sage is not particularly pleasant 
reading, it is, in a sense, consistent 
with what the administration has 
been saying. By lower taxes on 
$25,000 to $50,000 businesses it 
tries to encourage the “small ®usi- 
ness man,” and the five-year 
carry-forward for business losses 
is supposed to stimulate investment 
by reducing risk. Some of the Pres- 
ident’s ideas will keep committees 
busy for many weeks to come. He 


is sure to get action some day—if 
not this year—on his plan to nar- 
row the tax exemptions of educa- 
tional institutions engaging in bus- 
iness. 
. ££. = 

U. S. Steel Vice-President David 
F. Austin told a congressional joint 
economic committee he finds it 
hard to understand all the excite- 
ment over the recent steel price 
increases. Mr. Austin, who is in 
charge of sales, says the increases 
were necessary as a result of re- 
cent labor contracts. They amount 
to about $19 on a $10,000 house; 
$11 on a $1,850 automobile and 
82¢ on a $275 refrigerator, he esti- 
mated. He claims U. S. Steel’s 
customers generally will absorb 
the increase without passing it on 
to the consumer. 


McColl-Frontenac Ups King 

J. E. King, assistant division 
manager of sales in Calgary, has 
been appointed manager of adver- 
tising and sales promotion of Mc- 
Coll-Frontenac Oil Co., Montreal. 
He joined the company in 1935. 


Newspaper Ads Get 
Nod in Gallup Poll 


New YorK—The great majority 
of newspaper readers, particularly 
younger ones, think ads give extra 
interest to papers, according to the 
Gallup Poll. Radio commercials 
pulled poorly on a similar ques- 
tion. 

The study turned up these find- 
ings: (1) College people say radio 
commercials detract from the in- 
terest in a broadcast, but ads in 
newspapers and magazines in- 
crease it; (2) adults between 21 
and 30 are about evenly divided 
in their reaction to commercials, 
but are most favorable toward 
newspaper ads; and (3) women, 
generally, are more apt to favor 
advertising in publications or radio 
than are men. 

The national tally showed 73% 
agreeing that ads increase interest 
in newspapers, while 64% said 
the same for magazines, and 44% 
for radio. 


Knight and Russell Form 
New Hollywood Agency 


Knight & Russell, advertising 
agency, has been formed by Vick 
Knight and Henry Russell, with 
offices at 8301 Beverly Blvd., Hol- 
lywood. Mr. Knight was formerly 
head of the radio department of 
Biow Co. and a vice-president of 
Foote, Cone & Belding. Mr. Rus- 
sell is director of music of National 
Broadcasting Co., western division, 
and president of Russell & Sweet 
Inc., manufacturer. 

Charles Walton has been re- 
tained by the new agency as in- 
dustrial consultant. Harry Lee is 
director of research. 


Mohican Stores Names Homer 


Edwin N. Homer, formerly pro- 
motion manager of the New York 
Sun, has been appointed advertis- 
ing and promotion director of Mo- 
hican Stores, New York. 


Sponsors ‘Hopalong Cassidy’ 

Gordon Baking Co., Detroit, is 
sponsoring “Hopalong Cassidy” 
moves in three TV markets. N. 
W. Ayer & Son is the agency. 


Ups Store Volume 12.6% 


in Boston area department stores! — 


Every department from beauty to boys’ wear featured GOOD 


HOUSEKEEPING-advertised brands. 


4 
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Store personnel, in special meetings, were briefed about the sell 


ing power of the Seal. 


a 


} Guaranteed by 


Many manufacturers sent representatives and demonstrators to 
take part in GOOD HOUSEKEEPING Week. Above: Adele Dyer, 
stylist for Simplicity Patterns, offers advice on dressmaking. 


DOP ss. 


Counter and floor displays identified Guarant 


use of large Seals. 


a 


of sale. 


Good Housekeeping Fashion Show was 
so successful a special police detail was 
assigned to handle crowds. The show had 
to be repeated a second evening. (See 
announcement at right.) 


Here, again, is positive proof of the confidence women have in 
the Good Housekeeping Seal and the products that bear it. 


No other magazine offers its advertisers such a powerful selling 
advantage—a proved means of making ads pay off at the point 


HOUSEKEEPING sells goods 


The Homemakers’ Bureau of Standards + 959 8th Avenue, New York I9, N.Y. 
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Electric Group Sets 
Intensive Chicago 
Electric Range Push 


Cuicaco—The Electric Associa- 
tion, representing 600 electric ap- 
pliance manufacturers, distributors, 
dealers and local electric compan- 
ies, will kick off one of the largest 
single-market electric range pro- 
motions with a full-page newspa- 
per ad in color on St. Valentine’s 
day. 

Followup b&w pages will run 
weekly in all four Chicago dailies 
during the 13-week promotion. In 
addition, the association will use 
160 outdoor posters, 800 car cards, 
window displays in members’ 
stores and 320 television spots 
ranging from 20 seconds to one 
minute over four TV stations. 

Purpose of the drive is to lift 
Chicago from its low estate as a 
market for electric ranges. Ad- 
veriisements will concentrate on 
seven benefits of electric ranges, 
emphasizing that they are clean, 
cool, fast, carefree, thrifty, auto- 
matic and modern. 

The campaign got under way last 
Wednesday with a presentation of 
the program to distributors. Deal- 
ers will hear details on Feb. 8. 

J. R. Pershall Co. handles the 
campaign, which may be put on an 
annual basis if results warrant 
such a decision. 


Proskey Joins Boyle-Midway 


Hal Proskey has been named di- 
rector of merchandising of the 
newly created drug products di- 
vision of Boyle-Midway, division 
of American Home Products Corp., 
New York, household products 
manufacturer. He was formerly 
vice-president of the Michigan 
Chemical Co. and general sales 
manager of Lehn & Fink Products 
Corp. 


Boynton to Dad’‘s Root Beer 


Allan R. Boynton, formerly di- 
rector of sales promotion of Rath 
Packing Co., has been named head 
of sales and merchandising for the 
Chicago market of Dad’s Root Beer 
Co., Chicago. 


Starrett Starts Drive 


Starrett Television Corp., New 
York, has staried its 1950 cam- 
paign, which will feature large 
ads in magazines and the maga- 
zine sections of newspapers. Color 
and b&w ads will be used through 
Ray-Hirsch Co. 


THERE’S CONCENTRATED 
_ BUYING POWER IN 
WINSTON-SALEM 
LOOK AT THE EVIDENCE 


1948 
FURNITURE, 
HOUSEHOLD 
AND RADIO SALES 
$10,314,000* 
SINCE 1940 AN INCREASE 
OF 


369 % 


*SALES MANAGEMENT 1949 
SURVEY OF BUYING 
POWER 


TWIN CITY 


WINSTON-SALEM 


JOURNAL and SENTINEL 


SUNDAY EVENING 
KELLY-SMITH COMPANY 


Nationa! Representative 
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AUTOMOTIVE 


Home Towns move on wheels—8 out of 10 
Pathfinder families own one or more cars.* 


American Chain & Cable Co. 
Champion Spark Plug Company 
Chrysler Corporation— 
Chrysler Sales Div. 
Chrysler Corp.—Dodge Cars 
Chrysler Corp.—Dodge Truck 
Commercial Solvents 
Cushman Motor Works 
Ethyl Corporation 
Ford Motor Company 
Goodyear Tire & Rubber Co. 
Harley-Davidson Motor Co. 
Kelly-Springfield Tire Co. 
Lee Tire & Rubber Co. 
McCulloch Motors Corporation 
Mercury Division of Ford Motor 
Company 
National Carbon Co. 
Octa Gane Co. 
Pennzoil Company 
Pontiac— 
Div. of General Motors Corp. 
Ray-O-Vac Company 
Standard Oil Company of N. J. 
Texas Company—Institutional 
Texas Company—Marfak 
Vacu-Matic Company 
Willys-Overland Motors, Inc. 


@ Big city, small city, village or farm, wherever you go... news- 
minded families are influential and prosperous. 

In six short years, PATHFINDER has become the largest-selling 
news magazine where most of the consumers live... the first news 
magazine to concentrate on selling and serving families of influence 


in home-town America. 


The eyes of all business men are focussed on these rich and thriv- 
ing towns where business is good, These leading advertisers are using 
PATHFINDER to influence more than 1,200,000 news-minded families 
in the best towns of the nation. 


TRAVEL 


To see the world and with the means to do it 
—9 out of 10 Pathfinder families take yearly 


vacations.** 


American Express Co. 

American Trucking Assn., Inc. 

Assn. of American Railroads 

British Columbia Govt. 
Travel Bureau 

Chicago, Milwaukee, St. Paul & 
Pacific R.R. 

Denver, Rio Grande & Western 
R.R 


De Soto County Chamber of 
Commerce 

El Paso Cty. Brd. of Development 

Greyhound Lines 

Holland-America Line 

Hotel Mayfair 

New York Central System 

Pan American Airways 

Pennsylvania Railroad 

Railway Express Agency 

Santa Fe Railway 

State of North Carolina 

Union Pacific Railroad 

United Air Lines 


“Figures established by independent 
survey made by Alderson & Sessions 


**Pathfinder Survey 


BUSINESS and INVESTMENT 


Pathfinder families have high ownership of 


stocks, business properties and other capital 
investments ...75% have savings accounts 
..- 68% own government bonds.* 


Allen, R. C.— 

Business Machine, Inc. 
American Iron & Steel Institute 
American Petroleum Institute 
American School 
Art Instruction, Inc. 

Bank of America 
Bethlehem Steel Co., Inc. 
Bituminous Coal Institute 
Bond Equipment Company 
Broadwell Studios 
Burrell-Dugger Company 


Burroughs Adding Machine Co. 


Commercial Trades Institute 
Cummings, Saunders, M. 
DeForest’s Training, Inc. 
Dictograph Products, Inc. 
Duraclean Company 
Evans, Victor J., & Company 
Federation of American Rabbit 
reeders 


Goldman & Company 

Hemphill Diesel & Automotive 
Schools 

Home Building Plan Service 

Illinois Merchandise Mart 

Illinois School of Watch Repairing 

LaSalle Extension University 

The Lodge & Shipley Company 

B. Lowe Company 

F. W. Mathers 

McMorrow, Berman & Davidson 

McNess Company 

New York Stock Exchange 

O’Brien & Jacobson 

Reliable Typewriter & Adding 
Machine Co. 

Richters & Bill 

Victor Adding Machine Company 

Wetmore & Sugden, Inc. 


Home4ivn fam 

is agmily m 

Ww 

Ackerman Nurseries Granite 
Air-Flow Mfg. Company Gravely 
Alden’s Inc. Hanson, 
Allcock Mfg. Company Harrison 
Allen, S. L. & Co., Inc. Harford 
American Memorial Company § Heefner 
American Popcorn Company Heinz, # 
Anchor Manufacturing Com Helin Ta 
Andrews Nursery Herrschr 
Anton’s California House o 
Arch Heeler Company Howley-~ 
Artistic Card Company Indera N 
Audel, Theo., & Company | Inland N 
Bacharach Rasin Company Innerclez 
Bath-O-Steam Corp. } Internati 
Bauer & Black Div.—Kendall Cof Jack Joh 
Beaver Crafts Dr. Jayn 
Beech-Nut Packing Company } Johnson 
Beltone Hearing Aid Kaufmar 
The Best Foods Inc.—Shinola } Kellogg, 
Block Drug Co., Inc.—Polident } Kendex | 
Bradenfels, Carl Kleen-Di 
Caldwell, Dr. W. B., Div. The Klut 
Cat’s Paw Rubber Company Komfo I 
Century Shoe Repair Larson, . 
Chicago Goggle Sales Co. Leeming, 
Church & Dwight Company, Int } Lewis-Hi 
Clark, Carroll F, Lewis-H« 
Clark-Cleveland | Library ¢ 
Clarkson Publishing Company } Liggett é 
Crawford’s Maternity Apparel Lily Mill 
Creomulsion Company b Lincoln ° 
Criterion Company « Lionel C 
Crown Studios Loraine | 
Davis, P. H., Tailoring Compaty | Maico a 
Demuth, Wm., & Company, Ine}) Marylan 
Dendex Company | Master, | 
Dent, C. S., & Company axilum 
Denver Chemical Mfg. Co., Inc. f McClear 
Doehla Greeting Cards, Inc. McClung 
Duofold, Inc. McKessc 
Elmira Greeting Card Company | The Mel 
Endicott-Johnson Corp. Merit Gi 
Ezo Products Company Merrima 
Fanmour Corp. Michigar 
Fashion Frocks, Inc. Mills See 
Foley & Company Mishawa 
Frank, S. M., & Company Woole 
Friendship Studios, Inc. Monroe 
Furst-McNess Company Mothers: 
Garden-All Tractor, Inc. Mullane 
Geiseler Bird Co. The Mur 
General Foods Corp.—Certo Musser | 
General Foods Corp.—Gaines National 
General Foods Corp.— ational 
Grape Nuts & Wheatmeal National 
General Foods Corp.—Sure-Jell Naughto 
General Mills, Inc.—Wheaties }Niresk 11 
General Shoe Company Nylon N 
Glo-Lure, Inc. Ohio Co 
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FAMILY 


nfamilies are larger and Pathfinder 


ily magazine, read by as many 


women as men.* 


Granite State Novelty Company 
Gravely Motor Plow & Cuit. Co. 
Hanson, W. T., Company 
Harrison Products Co. 
Harford Frocks, Inc. 
Heefner Arch Support Company 
Heinz, H. J., Company 
Helin Tackle Company 
Herrschner, Frederick, Company 
House of Hobbies 
Howley-Graham Assoc. 
Indera Mills Company 
Inland Mfg. Corp. 
| Innerclean Company 
International Shoe Company 
Jack Johnson Co. 
Dr. Jayne 
Johnson Smith & Company 
Kaufman Bros. & Bondy, Inc. 
Kellogg, R. M., Company 
Kendex Company 
Kleen-Dent Products 
The Klutch Company 
Komfo Dental Pad Company 
Larson, J. C., Company 
Leeming, Thos., & Company, Inc. 
} Lewis-Howe Company—N R 
Lewis-Howe Company-—Tums 
| Library Guild, Inc. 
| Liggett & Myers Tobacco Co, 
| Lily Mills Company 
) Lincoln Tailors 
Lionel Corp. 
Loraine Products Company 
| Maico Company, Inc. 
| Maryland Distributors 
| Master, George, Garment Corp. 
Maxilume Company 
McCleary Clinic 
McClung Bros. Rose Nursery 
McKesson & Robbins, Inc. 
The Melville Company 
Merit Greeting Card Company 
Merriman, C. & G., Company 
Michigan Bulb Company 
Mills Seed House 
Mishawaka Rubber & 
Woolen Mfg. Co. 
Monroe Chemical C: ompany 
Mothersill Remedy 


Mullane Taffy Company 

The Murine Company 

Musser Forests, Inc. 

National Cotton Council 
National Defense Medical Prog. 
National Engravers 

Naughton Farms, Inc. 

Niresk Industries 

Nylon Net Company 

Ohio Commercial Photog’h Co. 


Olds, L. L., Seed Company 
Organized Reserve Corps 
Ortho Products, Inc. 
Paravox, Inc. 

Park Denton Co. 

Peachtree Photo Finishers 
Pen-n’ Brush Studios 
Pepsodent Div. Lever Bros. 
Phillips Card Co. 

Pinex Co. 

Plantabbs Corp. 
Plasti-Liner 

Playskool Mfg. Co. 

Polk Miller Products 
Popular Mechanics Press 
Potter Drug & Chem. Corp. 
Potter Walnut Cracker Co. 
Pres-A-Lite Sales Corp. 
Quaker Oats Co. 

Reed Seed Co. 

Resinol Chem. Co. 

R. J. Reynolds Tobacco Co. 
Rockdale Monument Co. 
Salvation Army 

Savage Arms Corp. 
Sayman Products Company 
Schackelton Inhaler Co. 

R. Schiffman Co. 

Scholl Mfg. Co. 

R. B. Semler Inc. 

R. H. Shumway Seed Co. 
Sonotone Corp. 

South Bend Bait Company 
South Carolina Mills 
Spiegel Inc. 

Sprain 

Standard Brands Inc. 
Sterling Drug 

Structural Clay Prods. Inst. 
Sun Maid Raisin Growers Assn, 
Sunshine Art Studios 
Supreme Council— 

Knights of Columbus 
Textile Bag Mfg. Assn. 
Tobin & Tobin 
A. J. Tower Co. 

Tyrrell’s Hygienic Inst. 

Union Loom Works 

United Products Co. 

U.S. Army & U.S. Air Force— 

Recruiting Service 
U. S. School of Music 
Utica Knitting Mills 
Van Tilburg, Blaine Distributor 
Vapo-Cresolene Company 
Welfare Service Enterprises 
Wonoco Yarns Inc. 
World’s Star Malloch 
W. F. Young Inc. 


INSURANCE 


In addition to property insurance, 81% of 


Pathfinder families 


77 per cent of Pathfinder families own their 
own homes (U.S. average 53%)* 


A.M.G. Products Co. 

Acme White Lead & Color Works 

Aladdin Company 

Ambory Corp. 

American Asbestos Products Co. 

American Turpentine Farmers 
Association 


, Anderson Stove Company 


Artmoore Co. 
Belsaw Machine Company 
Bendix Aviation Corp.— 
Home Radio 
Black & Decker Mfg. Co.— 
Home- Utility 
Blue Ribbon Bakeware 
Boyle-Midway, Inc.— 
Plastic Wood 
Boyle-Midway, Inc.— 
Three-in-One 
Bradson Company 
Broughton Sales & Specialty Co. 
Brownell Distributors, Inc. 
Burgess Battery Company 
Burson Labs 
Camillus Cutlery Company 
Coldwell-Philadelphia 
Lawn Mower 
The Coleman Company 
Crawford Door Company 
Domestic Sewing Machine Co. 
Drackett Company—Drano 
Dremel Mfg. Company 
Dukane Company 
Fairbanks, Morse & Company 
Fairhope Fabrics, Inc. 
Foley Mfg. Company 
Frigidaire Division— 
General Motors Corp. 


Fyr-Fyter Company 

General Electric Company— 
Dishwasher 

General Electric Company— 
Disposall 

General Electric Company— 
Home Freezer 

General Electric Company— 
Institutional 

General Electric Company— 
Refrigerators 

General Electric Company— 
Water Heater 

Hammond Instrument Company 

Hammond Paint & Chemical Co. 

Hotpoint, Inc. 

Household Company 

International Nickel Company 
Institutional 

International Nickel Company— 
Ruud 

Jackes-Evans Mfg. Company 

The K. R. O. Company 

Kohler Company 

Kresky Mfg. Company, Inc. 

Kristee Products Co. 

Larkin Company, Inc. 

Lewis Mfg. Company 

Libbey-Owens-Ford Glass Co. 

Linck, O. E., Company 

Lundstrom, C. J., Mfg. Company 

Malleable Iron Range Company 

The Maytag Co. 

Midwest Radio & Television Corp. 

Minex 

Modern Home Research Labs. 

Monta Mower Distributing Co. 


carry life insurance.* 


Aetna Insurance Group 

America Fore Insurance Group 

The Equitable Life Assurance 
Society of The U. S. 

Hartford Fire Insurance Co. 

'). S. Fire Insurance Company 


Motor Products Corp.— 
Deepfreeze 
Motor Wheel Corp. 
Mullins Mfg. Corp. 
The F. E. Myers & Bro. Co. 
National Assoc. of Ice Industries 
National Pressure Cooker Co. 
Noblitt-Sparks Industries, Inc. 
Noma Electric—Estate Heatrola 
O'Malley, Edward, Valve Co. 
Oriental Rug Company 
Ottawa Mfg. Company 
Perfection Stove Company 
The Puro Company 
Rabar Plastics Inc. 
Robbins & Myers, Inc. 
Rotary Concrete Drill Company 
L. Z. Sharp 
Ray Shears Company 
Southern Venetian Blind Co. 
Stewart Sales Company 
Taylor Bedding Mfg. Co. 
Toro Mfg. Company— 
Whirlwind Division 
Valley Forge Creations 
Van Packer Corp. 
Victor Products Corp. 
West Bend Aluminum Company 
Westinghouse Electric Corp. 
Wheeling Corrugating Company 
Williams Oil-O-Matic Division 
Witte Engine Works— 
(U. S. Steel Corp.) 
Yates Mfg. Company 
The Zevex Corp. 
The Zone Company 


Pathfinder 


Graham Patterson, 
Publisher 
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Howard to Filmack Corp. 


Bernard Howard, formerly head 
of the Chicago radio program 
packag.ng organization bearing his 
name, has been appointed sales 
manager of the television produc- 
tion depariment of Filmack Film- 
Trailer Corp., Chicago. The com- 
pany produces short film commer- 
cials and titles for video adver- 
tisers and agencies. 


Heads S. C. Broadcasters 


Dan Crosland, Station WCRS, 
Greenwood, S. C., has been elected 


president of the South Carolina 
Broadcasters Association. Frank 
Best, Station WRNO, Orangeburg, 
was elected vice-president, and 
Melvin Purvis, the former G-man, 
now with WOLS, Florence, was 
named secretary. 


Hirshon-Gartield Names 2 


E. Edson Poler, formerly with 
D. H. Ahrend Co., has been named 
copy supervisor of Hirshon-Gar- 
field, New York. Julian Koenig 
has been appointed associate copy 
supervisor. 


Appoints Loudon Agency 


U.S. Automatic Box Machinery 
Co., Boston, manufacturer of au- 
tomatic carton forming, package 
filling, package wrapping and iab- 
let packing machines, has placed 
its advertising with Henry A. Lou- 
don, Advertising, Boston. 


‘Times of India’ Expands 


Times of India, Bombay, has 
started a New Delhi edition. With 
this edition, the Times becomes 
the first nationally circulated 
newspaper on the sub-continent. 


One of the nation’s greatest newspapers = 
growing steadily greater 


Here’s part of 
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in U. S. in total grocery 


- in Texas in circulation 


1 First - in Texas in news linage 


To sell the fabulous Houston market — at lowest 
possible cost, use the one medium that has proved its 


effectiveness so conclusively. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


THE BRANHAM COMPANY 


R. W. McCARTHY 


M. J. GIBBONS 


Advertising Director National Advertising Manager 


the °49 achievement record: 


in Texas in advertising linage 


National Representatives 


_A&P, explains his comp 
current anti-trust suit, while George G. 


NEW AND OLD AND A&P—Dwight B. Austin, president, middle western division of 
y's use of newspaper advertising in connection with the 


Bulletin, and incoming president of the Newspaper Advertising Executives Associa- 
tion, listens, as does Harold V. Manzer, ad director and business manager, Worcester 
Telegram-Gazette and Post, retiring NAEA president. 


Steele, advertising director, Philadelphia 


Cuicaco—The Bureau of Adver- 
tising of the American Newspaper 
Publishers Association has done a 
magnificent job for the newspaper 
industry and could do more if more 
money were available, Richard W. 
Slocum, general manager of the 


NAEA Meeting 


Philadelphia Bulletin and chair- 
man of the BofA governing board, 
told the Newspaper Advertising 
Executives Association here Tues- 
day. . : 

Mr. Slocum, speaking at the end 
of a morning session devoted en- 
tirely to an unusual dramatization 
of the bureau’s work and plans, 
said that BofA income last year 
was $1,070,000. Plans already in 
the work for expanded service 
would require an additional $300,- 
000, which Mr. Slocum intimated 
he hoped might be forthcoming by 
securing additional memberships. 
The bureau now has 929 members. 


ws The bureau’s dramatized story 
of its work, employing a score of 
staff members from New York, 
Chicago and the West Coast, and 
utilizing half a dozen microphones, 
slide films, and other devices, was 
an unusually effective presenta- 
tion. 

It was keynoted by the warning 
by Harold S. Barnes, director, that 


Bureau of Advertising Does Its Stuff 
for NAEA with 3-Hour Dramatic Show 


competition newspapers have faced 
in the past will be greatly height- 
ened in 1950, because of newspa- 
pers’ successful record during the 
past year, and because of increased 
competition for advertising dol- 
lars. 

He urged, however, that “snip- 
ing at other media” be foresworn 
in favor of “selling the medium 
we've got.” He also attributed last 
year’s fourth consecutive record- 
breaking year for newspapers in 
the national advertising field to 
“still finer teamwork between the 
NAEA, the American Association 
of Newspaper Representatives, and 
the Bureau of Advertising.” 


a Featured in the presentation 
were a variety of off-the-record 
dramatizations of BofA sales calls 
on major accounts in the national 
field, as well as on national and 
regional chain store organizations. 

The surprise of the program 
was the previously unannounced 
appearance of David Watrous, ad- 
vertising manager of Parker Pen 
Co., to reenact, with M. F. Batter- 
ton of the bureau’s Chicago sales 
staff, the series of talks which cul- 
minated in Parker’s entry into 
newspapers with two campaigns in 
the latter half of last year—one in 
266 and the other in 370 daily 
newspapers. 

In an on-the-record talk follow- 
ing the dramatization, Mr. Wat- 


4 


Sales recipe with the right flavor 


FLEXIBILITY. Sales impact directed 
at one town, ten towns, or over 
1400 cities and towns... advertis- 
ing pressure directed where and 
when you want it —That’s flexibil- 
ity that pays sales dividends when 
you specify GOA. Let us show you 
how to hit selected markets and 


hit them hard. Write today for 
full information, General Outdoor 
Advertising Co., 515 South Loomis 
Street, Chicago 7, Illinois. 
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AD EXECS CHAT—At one of the Newspaper Advertising Executives Association 


lunches in Chicago last week, the cameraman caught John Lewis, St. Paul Dispatch- 
Pioneer-Press; George Grinham, St. Lovis Giobe-Democrat; and Karl Moore, new 


director of the retail division, Bureau of Advertising. 


rous said Parker’s use of newspa- 
pers on so broad a scale was “cer- 
tainly the most important basic 
change in the company’s advertis- 
ing philosophy since the war.” 
Results, he said, “were immedi- 
ately measurable and most grati- 
fying.” 

Parker used 800-line ads in 
newspapers at school opening, and 
1,000-line Christmas ads, and with 
the aid of newspapers and its own 
sales force, merchandised this ad- 
vertising so successfully that ap- 
proximately twice the factory vol- 
ume of advertising was purchased 
by dealers using tie-in space. 


s A highlight of the session was 
the presentation, via slide film and 
narration, of the most competitive 
portions of the Broadcast Advertis- 
ing Bureau’s slide film addressed 
to retail advertisers, “How to Turn 
People into Customers.” As each 
competitive point was made in the 
slide film, a voice interrupted the 
narration to tell “the true facts” 
about the statement made. The 
newspaper admen enjoyed the 
show immensely, but were warned 
not to laugh off the competition of 
radio in either the national or the 
retail fields. 

Another announcement, report- 
ing that National Biscuit Co. will 
use somewhere between 300 and 
500 newspapers in a spring drive 
principally for shredded wheat, 
with an appropriation between 
$500,000 and $1,000,000, also 
brought cheers from the audience. 


# Speakers at the unusual session 
included, in addition to Mr. Slo- 
cum and Mr. Barnes, Don U. 
Bridge, advertising director of 
Gannett Newspapers and chairman 
of the bureau’s plans committee; 
Harold V. Manzer, president of 
NAEA, and Delwyn J. Worthing- 
ton, Cresmer & Woodward, presi- 
dent of the American Association 
of Newspaper Representatives. 
Bureau staff members who par- 
ticipated included Karl Moore, 


new director of the retail division; 
F. Wesley Geerer, Chicago, Roy 
Bradt, San Francisco, and George 
Hooper of the bureau’s chain store 
sales staff; Donald Q. Coster, east- 
ern sales manager; M. F. Batterton 
and R. R. Postel, of the Chicago 
national sales staff; Dent Has- 
singer, midwestern manager; War- 
ren Bragg, Chicago research man- 
ager; William G. Bell, director of 
research, and John C. Ottinger, di- 
rector of promotion. 


Directory Number Issued 


by ‘Premium Practice’ 

The January issue of Premium 
Practice & Business Promotion, a 
Bill Bros. publication, initiates its 
first annual official Blue Book 
Directory number of “registered” 
supply sources in the premium, 
prize, advertising specialty and 
business gift field. “Registration” 
is a selective formula devised by 
the 45-year-old publication based 
largely on supplier affiliations with 
trade organizations. 

The directory is in three sections 
of suppliers, products, and appeals, 
has a cross reference, and contains 
a buyers’ guide for premium and 
specialty users. 


Appoints Lambert Powell 


Lambert C. Powell, vice-presi- 
dent in charge of sales. promotion 
and advertising of Duplate of Can- 
ada Ltd., Toronto, and its subsidi- 
ary, Fiberglas (Canada) Ltd., has 
been appointed director of public 
relations of the Canadian National 
Exhibition, Toronto. Fred Wilson, 
who has been director of pub- 
licity for many years, will remain 
on the staff in an advisory capac- 
ity. 


Medical Publication Moves 

The Connecticut State Medical 
Journal has moved its offices from 
54 Church St., Hartford, to 165 St. 
Ronan St., New Haven. 


WFIL Appoints Simonds 


Harold L. Simonds has been ap- 
pointed local sales manager of Sta- 
tion WFIL, Philadelphia. 


¢V 


» | we 


° ENGR 


fe 


DAY and NIGHT 


ZINC 


COPPER 


Agency Senice 
712 FEDERAL ST., CHICAGO © WAbash 28816 


“thang ter 


FURNITURE & BEDDING + 


Retailing Dail 


home furnishings. 


ry 


business papers 


_ ; SS 


+4 


VN / 
re - 

i an 

: id 

7 


ott MORE For your 
aii DOLLAR IN 


Adhd i 


Peis 


ia 
oe) 


AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER, covering: 


CURTAINS & DRAPERIES + 


FLOOR COVERINGS + 


CHINA & GLASS + 
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GIFTS & DECORATIVE ACCESSORIES 
UPHOLSTERY FABRICS + LAMPS & LIGHTING + HOUSEWARES + MAJOR APPLIANCES + RADIOS, PHONOGRAPHS, RECORDS «+ TELEVISION 
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Antihistamines Well 
Sold by Most Clerks 


‘Case Histories’ Show 
Impressive Support in 
Most Stores Checked 


Cuicaco—It was the week before 
Christmas in Dallas. Julian Stag, 
one of AA’s 11 resident correspond- 
ents who participated in the anti- 
histamine buying spree (AA, Jan. 
23) walked into an independent 
drug store. 


K L 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 5 
by Burn-Smith Co. Inc 


He stepped up to the counter and 
asked the white-haired, male clerk 
the same questions that were asked 
of 109 other druggists: “What 
about these new cold remedies? Do 
they really work?” 

The clerk replied: “I been tak- 
ing Anahist. Mrs. Smith [pointing 
to another sales clerk] has been 
taking Inhiston. Did me good. She 
said it did her. Don’t see any dif- 
ference between them.” 


s The clerk paused, turned around 
and took a 60¢ bottle of Anahist 
from the shelf behind the counter. 
Then he took down a bottle of His- 
tonex and placed it on the counter 
with the comment: “This is the 
newest; there’s a new one every 


day.” 
Mrs. Smith, having finished with 


another customer, came over and | are and*how they work. 


joined the conversation. “This His- 
tonex isn’t advertised yet,” she 
contributed. “But as soon as there 
is an ad, it will sell. If Gabriel 
Heatter mentions it, or it’s in 
Reader’s Digest, or there’s a pic- 
ture in Life, anything’ll sell.” 

This conversation was different 
from, and yet similar to the major- 
ity of the 110 visits to drug stores 
in 11 cities. As noted last week, AA 
decided to find out which anti- 
histamine products were being 
pushed by the nation’s druggists; 
what the drug clerks think of the 
products; why they boost a fav- 
orite, and to note whether there 
were any counter displays of the 
new cold remedies. 


s The reports of the resident cor- 
respondents in each of the 11 cities 
studied were summarized last week 
as follows: 

1. Antihistamines are moving 
like hot cakes. 

2. Druggists are remarkably well 
informed about them, what they 


3. Most druggists believe that 
they are “all pretty much the 
same,” but are aware of the dif- 
ferences in strength of. the tablets 
and have their own favorites. 

4. Advertised brands are not yet 
getting any serious competition 
from the so-called ethical products. 

5. There is reasonable doubt that 
the antihistamines will kill off the 
older cold remedies, vitamins and 
similar products. 


s Not all of the drug clerks in- 
terviewed were completely sold on 
the antihistamines. Not all of them 
did a bang-up selling job for the 
products. Not all of them took time 
to explain the products. But by and 
large, in most of the cities, anti- 
histamine preparations are getting 
retail support—impressive support. 

As noted last week, the brands 
pushed most were Anahist, 40 pur- 
chases; Inhiston, 19 purchases; Ne- 
ohetramine, 11 purchases; Resis- 
tab, nine purchases; Kriptin, eight 


sales and Antamine, six purchases. 


range of prices.’ 


POSITION... 


elock your 
advertising 
message 


Put slogans, trade-marks, package 
designs on Telechron Ad Clocks... 
and benefit from display pieces that 
are used by dealers, are seen by every- 
one. Westinghouse Radios, American 
Radiators, Goodyear Tires, Cliquot 
Club Beverages are but a few of many 
products getting constant sales aid 
from Telechron Ad Clocks. For com- 
plete details on the entire line, as well 
as information on self-liquidating 
deals, send coupon today. Telechron 
Inc. A General Electric Affiliate. 


TELECHRON PROMOTION AND PRODUCT REP- 
LICA CLOCKS. Designed for use as company gifts 
and to fit into replica of product. Many styles, wide 


| I'm inter 


® 


ADVERTISING 
CLOCKS 


Your All-Time 
Point-of-Salesmen 


ested in 
liquidating deals ( about 


#6 Large 15” Ad Clock 


~~ See 


Illuminated. Advertising message baked into translucent dial. Ex- 
cellent for store windows or all-night time service inside store. Costs 
as little as $6.50 in quantities. Also #604, 12’ Ad Clock, non- 
illuminated, at less than $5.25 in quantities. Minimum quantity, 100, 


#$603—Lightweight 8” Ad Clock 
Adds new life to point-of-sale mate- 
rial. Can be easily mounted in panels 
of various materials. Used on drink 
disp %, ter disp 3, back- 
of-counter panels and so forth. Non- 
illuminated. Costs less than $3.50 in 
qvantities, 


Gh Gas es | 


Advertising Age, January 30, 1959! 


In most cases, the druggists 
made an attempt to sell the larg- 
est size. In St. Louis, for example, 
Frances Rowland asked a clerk the 
key question and was told: “Yes, 
honey, they do work. We sell a lot 
af them.” 


a Mrs. Rowland asked which kind 
was best. The clerk said she had 
Resistab and tried to sell the large 
size. As the purchase was com- 
pleted, another customer asked if 
the clerk had Anahist. “No, honey, 
we don’t,” said the clerk, “but we 
have Antamine—it’s the same 
thing,” and again pushed the large 
size. 

Another clerk, in a Katz chain 
store, told Mrs. Rowland: “We’ye 
had a lot of good reports on the 
antihistamines.” Handing her a 
large size package of Anahist, he 
pointed out that the large size was 
a better bargain than the smaller 
package. 

As in many other stores in the 11 
cities, a Minneapolis independent 
druggist had all of the small sizes 
hidden. The clerk showed Na- 
thaniel Wood four brands, all 
priced at 99¢, and did not mention 
smaller sizes until pressed. 


s A number of Los Angeles drug- 
gists visited by Phil Seitz were 
skeptical about the antihistamines, 
Three tried to sell him vitamins 
and one druggist pushed a “blood 
purifier.” 

The skepticism was not confined 
to Los Angeles, however. In Chi- 
cago, a clerk in an independent 
store produced a handful of dif- 
ferent brands, said that they are all 
alike—“the same thing under dif- 
ferent labels,” and asserted that 
they only work if you catch the 
cold in its early stages. 

“You look as if you had had your 
cold a long time,” he told the AA 
writer, after the purchase. was 
made. “Frankly, I think the best 
thing for you to do is to go to bed. 
But if you don’t, why don’t you 
get a warmer overcoat and wear 
rubbers?” 

Stan Cohen in Washington found 
two clerks who refused to say 
whether or not the antihistamines 
work. When pressed for an opin- 
ion, all they would say was: “A lot 
of people seem to like them.” 


w And Frances Rowland met a 
clerk in a St. Louis pharmacy who 
said: “Well, I’ve heard a lot of 
folks say the antihistamines are 
good—and then some folks, they 
say they make them dizzy and 
dopey.” Mrs. Rowland asked him 
what he would advise and the clerk 
said he really couldn’t advise her 
one way or the other—the choice, 
he added, was up to her. 

Another St. Louis druggist took 
a package of Antamine from a 
bushel basket under a sign which 
read: “The new miracle drug for 
colds.” He insisted on selling the 
smaller size, because “if these don’t 
kill your cold it wouldn’t be ad- 
visable to take any more.” (He 
also pronounced Antamine “Anta- 
meen,” despite the ads which re- 
fer to the brand as “Aunt ’o 
Mine.’’) 

Even though the purchases all 
were made during the week before 
Christmas, when stores were 
packed with Christmas shoppers 
and holiday merchandise, most of 
the clerks—even in New York— 
took enough time to answer the 
questions. 


@ The pharmacist in a Whelan 
store in New York, for example, 
told John Crichton that the “cold 
preventives work fine—if you're 
one of the people they work on. 
About seven out of ten people find 
them effective.” 

An independent druggist, who 
runs a small store on a quiet back 
street in Chicago, dropped every- 
thing to offer AA’s shopper a bit 
of friendly advice. He explained 
that “if the antihistamines are to 
be really effective, you have to 
catch your cold in the first three 
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hours.” 
AA’s shopper mentioned having 


read about the cold remedies in the 
newspaper ads. The druggist re- 
plied :“You’ll notice that you don’t 
see any of these new ‘wonder 
drugs’ on my counters, nor any 
of the material in my windows, and 
I'll tel! you why. 

“In the first place it isn’t ethical 
and, in the second place, I’m still 
here behind the counter when a 
customer comes back after I’ve 
sold a ‘wonder drug.’ The fact is 
that the antihistamines don’t work 
for everybody and I’m not taking 
any chances.” 


s He finally produced an un- 
branded product in an envelope, 
and cautioned AA’s staff writer to 
follow directions and not to take 
an overdose. 

But he was one of two excep- 
tions. All of the other druggists 


who tried to sell antihistamines| 


pushed the advertised brands. 

Most druggists believe—or at 
Jeast tell their customers—that all 
antihistamines are “pretty much 
the same.” (Actually, there are 
some 14 different chemicals in the 
“straight” antihistaminics; and 
there are innumerable combination 
antihistamines, most of which are 
limited to prescription sale.) 

A major selling point used in 
pushing one product over another 
is the strength of the tablets (in the 
cases where the druggists have a 
preference). 

An independent druggist with a 
large prescription business in Se- 
attle told Elliot Marple that he 
favored Anahist “since it is a 25 
mg. tablet, whereas some are only 
10 or 15 mg.” Then he added, some- 
what confused, that because there 
are some after-effects, the smaller 
dosage might be better. 


s The wife of another independent 
druggist in Seattle recommended 
Anahist, Neohetramine and Anta- 
mine “because they all have 25 
mg. in the tablets, while Inhiston 
only has 10 mg.” 

The clerk in a Skillern store in 
Dallas told Julian Stag that “In- 
histon is a lighter dose, so I recom- 
mend the 25 mg. Anahist.” 

Phil Seitz, in Los Angeles, also 
heard arguments based on the dos- 
age. An independent druggist in a 
cut rate store boosted Boyle A-H 
tablets “because they are just 
about as strong as they make 
them.” 

On the other hand, a Minneapolis 
druggist insisted that Inhiston was 
best, because, as he told Nathaniel 
Wood, “it’s the weakest—10 mg.— 
and therefore best for children.” 


# In a number of other cases, the 
number of mg. of antihistamine in 
the tablets also was used as a basis 
for preference. Some druggists ad- 
vocated the stronger dose, others 
the weaker. 

When pressed for brand pref- 
erences, druggists throughout the 
country frequently recommended 
the product marketed by a phar- 
macal house with which they pre- 
viously had done business. 

A Los Angeles clerk, for ex- 
ample, favored Antamine “because 
it is made by Grove Laboratories 
—a good house.” A Dallas pharma- 
cist recommended Kriptin “because 
its made by the makers of Ipana 
and Sal Hepatica” (he was slightly 
off base, of course. Kriptin is made 
by Whitehall, Bristol-Myers makes 
Resistab). A New York clerk in- 
sisted that Neohetramine was best, 
because “it is made by a reputable 
manufacturer.” 

In two other cases, Anahist got 
the nod because it is the “most 
Widely advertised,” and “most peo- 
ple who come in for a cold remedy 
ask for it.” 


Jackson Opens in Chicago 
Jackson & Co., New York agency, 
has opened a Chicago office at 30 
N. LaSalle St., with Dorothy E. 
Blaylock, media director of the 
former Mills, Lund & Mann agen- 
aS manage 


Starts Duo-Histabs Campaign 


Bell-Craig Ltd., Toronto ethical 
drug and physicians’ supply house, 
has entered the consumer market 
with a Canadian campaign for 
Duo-Histabs, an antihistamine pro- 
duct. Copy has appeared in Toronto 
and three East Coast papers. Ad- 
vertising will be extended as dis- 
tribution is completed across the 
country. Farm papers, trade pub- 
lications and radio spots also will 
be used. Russell T. Kelley Ltd., 
Toronto, is the agency. 


Mark Agency Names Goren 


Ruth Goren, formerly assistant 
director of the television coger’ 
ment of Kenyon & Eckhardt, New 
York, has been elected vice-pres- 
ident of Loise Mark & Associates, 
Milwaukee. She will head the 
radio-television department. 


Arrington Appointed V. P. 


Kenneth B. Arrington, account 
executive in the Omaha office of 
Caples Co., has been appointed 
vice-president of the agency’s new 
food department. He continues in 


the Omaha office. 


. . » were bought by the Grand Hotel,* 
Mackinac Island, Michigan, in their recent 
modernization program — all upholstered, 
top quality furniture. 

This big volume modernization buying 
by U. S. hotels is continuing steadily in 
1950. There is still a vast amount of new 
equipment and furnishings to be sold. 


To develop a profitable share of this 
current ‘business, advertise in . . 
paid circula- 


HOTEL Yong 
sell the primary hotel market FIROT | 


Published by John Willy, Inc., 1948 Ridge Ave., Evanston, Ill. 


WEST COAST 
Simpson-Reilly, Ltd., Seattle 
Los Angeles, San Francisco 


*The Woodfills are long term sub- 
seribers to The HOTEL Monthly. 


NEW YORK 21,N. Y. WL. 
Warren Thompson Mayers Co. 
130 East 61st Street 


7th in a series 


SEATTLE IS EXPANDING. Why? 
Because of the 19 leading markets in 
the United States—including such 
cities as New York, Chicago and San 
Francisco, Seattle ranks FIRST in 
retail sales per capita, SECOND in 
effective buying income per capita.* 


With 22 million dollars being spent 


*Source: Sales M g t Magazine, Survey of Buying Power, May 10, 1949 


H] THE 
ONE OF SEATTLE’S NEW 
MODERN APARTMENT 
BUILDINGS 


on 49 new apartment buildings with- 
in rich, ever-growing, metropolitan 
Seattle, housing is still a problem. 


In the BIG Seattle market of more than 
a half million people, advertisers know 
that success can be found through con- 
centrated, frequent advertising in 
The TIMES. 
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HE GOT RESULTS 


Out-pulled other paper 2 to | 


“My classified ad in ADVERTISING AGE’s 
‘Advertising Market Place’ was so successful 
that I have decided to run it again. Please repeat 
the same copy; I am enclosing check in payment. 
While I don’t want you to use my name, you can 
say that ADVERTISING AGE has pulled about 
2 to 1 over another paper with a higher rate.” 

Yes, you do get results — lots of results — 
when you tell your story to the top men in 
advertising through ADVERTISING AGE’s 
“Advertising Market Place.” It’s the place every- 
body looks for jobs, for men, for office equip- 
ment, for mailing lists, business opportunities, 
goods and services. It’s the number one place to 
tell your story if you want results! 


No. 3500. Where Vet’s Insurance | 


Money Will Go. 


In its brochure, “$2,800,000,000 
in Extra Purchasing Power,” the 
American Legion Magazine pre- 
sents a breakdown and projection 
of a survey showing where G.I. 
insurance refund money will be 
spent during 1950. The survey cov- 
ers homes, furnishings, appliances, 
savings, debts, insurance, business 
investments, farm equipment, au- 
tos, clothing, etc. 


No. 3502. Guide to Outdoor Adver- 
tising in Pennsylvania. 


The Outdoor Advertising Asso- 
ciation of Pennsylvania offers a 
handy “Map of Poster Plant Oper- 
ations in Pennsylvania,” designed 
to assist advertisers and agencies 
in securing prompt information 
concerning availabilities. The state 
is marked off into numbered areas, 
and for each number, the name 
and address of the poster plant 
operator in that area is given. 


No. 3503. Auto Sales in Philadel- 
phia. 


The Philadelphia Inquirer offers 
a brochure, “Philadelphia Auto- 
motive Facts,” which covers new 
automobile sales, both passenger 
and commercial, in the Philadel- 
phia market for the first nine 
months of 1949. Featured are nine- 
month comparative figures for 
1949, 1948, and 1947 on each make 
of car in relation to total sales in 
the Philadelphia trading area. 


No. 3505. Where Farmers Look for 
Information. 

Prepared by the Statistical Lab- 
oratory of Iowa State College, “In- 
FARMation Please” is an exhaus- 
tive study of the media to which 
Iowa farmers and their wives turn 
for factual information on farm 
management and domestic science. 
Published by Wallaces’ Farmer and 
Iowa Homestead, the study covers 


not only farm papers, but general: 


magazines, newspapers, and radio. 


Information for Advertisers 


No. 3501. Ten-Year Chart of 


Wholesale Prices. 


Dun’s Review has prepared a 
chart entitled “The Trend in 
Wholesale Prices Since 1939,” 
which provides at a glance the 
1939-1949 picture for all commodi- 
ties, metals, building materials, 
farm products, textile products, 
and liabilities of failures. 


No. 3504. Quick Guide to Minne- 
sota Newspapers. 


In a new brochure, “Rates and 
Data for Minnesota’s 442 Weekly 
and Daily Newspapers,” the Min- 
nesota Editorial Association pre- 
sents a handy guide, giving towns, 
populations, newspapers, rates, cir- 
culations, and mechanical require- 
ments. A map and economic break- 
down by counties add to the utility 
of the booklet. 

No. 3508: New Garden Tractor, 
Barn, and Silo Survey. 


How many farmers now own 
garden tractors, and how many in- 
tend to buy new ones? How many 
will build or modernize the barn, 
and what new equipment will be 
installed? What type and brand of 
silo will go up, and who will erect 
it? Answers to these and other 
questions are given in a “Survey 
on Garden Tractors, Barn Equip- 
ment and Silos,” offered by Mich- 
igan Farmer, Ohio Farmer, and 
Pennsylvania Farmer. 


No. 3509. Guide to Retail Adver- 
tising for March. 

“Time Table of Retail Opportun- 
ities for March, 1950” is an ex- 
haustive guide-book offered by the 
Bureau of Advertising, ANPA. It 
indicates exactly what type of 
merchandise to feature in every 
department, or in every store; 
amount of newspaper linage to al- 
locate to each item; center of all 
advertised prices; and special 
work-sheets for the month of 
March, 


Note: Inquiries for items listed above will not be serviced beyond March 13. 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


1 
! 
| 
Please send me the following (insert number of each item wanted) 
| 
| 


ADDRESS 
CITY & ZONE 


| 

- | COMPANY 
! 
| 


HELP WANTED 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
2.9 S State St. Harrison 17-2063 Chicago 


LAYOUT AND COPY ARTIST to join 
company owned agency. Terrific future. 
Present budget app. $125,000. Age 25-40. 
You will be required to display speci- 
mens and indicate that they are yours. 
Box 2895, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Industrial Copywriter $4200 
Public Relations—Medical Exp. $7500 
Asst. Advig. Mgr—Food Exp. $6000 


SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 


Small Chicago Advertising Agency wants 
young experienced space salesman with 
copy & campaign ideas ambitious to be- 
come account executive. Leads fur- 
nished. Nominal drawing account against 
commissions. 
Box 2923, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 


PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


SALESMAN ADV. BOOK MATCHES 
Young with car to sell advertising book 
matches Chicago and vicinity. Drawing ac- 
count $75 weekly. Excellent future under- 
studying established salesmanager. Lion 
Match Co. 112 E. Chestnut St. SU 7-8880 


Million-dollar Texas firm wants advertis- 
ing man interested in good earnings with 
chance to share in profits, advancement op- 
portunities, retirement plan, paid vaca- 
tions and other benefits. We prefer copy- 
writer with direct selling and direct 
mail experience. Starting salary $325.00. 
Include age, photo, background and 
work samples in first letter. Oscar Swal- 
low, P.O. Box 711, Fort Worth, Texas. 


COPYWRITER—AGENCY EXPER. 
handling national food accts. .......... OPEN 
LAYOUT ACE—Nat. Acct. exper ....$5200 
MECH. ILLUST;—Line work. B&W..$3640 
ask for ELINOR KENT 
TRIANGLE EMPLOYMENT AGENCY 
___ South State Har. 7-6520 


POSITIONS WAN TED 


ART DIRECTOR—ILLUSTRATOR 
Art director, now doing an excellent job 
for an agency of outstanding reputation, 
will transfer to an organization that can 
more fully utilize a fine creative skill 
and idea source. Special attention will be 
given replies that indicate a need for a 
volume of superior illustration. Twenty 
years valuable experience on industrial 
and general consumer accounts, regional 
and national. Dependable, sober, congen- 
ial, accustomed to key responsibility and 
a good team worker. Fine creative talent 
and intensely practical, good appearance, 
Christian, 38, married. Good taste, sta- 
bility, sound creative originality and 
comprehensive technical knowledge in a 
man with a proved record as a profit- 
able producer. Prefer financial arrange- 
ment based on minimum and bonus; 
open to other profit-sharing proposals. 

Box 2902, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
TOPFLIGHT TYPOGRAPHER DESIRES 

CHICAGO AGENCY CONNECTION 

Executive-caliber typographer and typo- 
graphic layout man, with 15 years graphic 
arts experience, desires connection with 
large advertising agency in Chicago. 
Broad working knowledge of type; abil- 
ity to use it to achieve outstanding 
printed advertising. 10 years in Chicago; 
familiar with leading trade composition 
plant facilities. Now employed in large 
western printing-lithographing plant, but 
available on short notice. Your oppor- 
tunity to add a valuable man to your 
creative and production staffs—at a rea- 
sonable starting salary 

Box 2922, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING SALESMAN seeks job of 
responsibility leading to management. Now 
with Los Angeles suburban daily. Will 
relocate for better opportunity. Age 33. 

Box 2920, ADVERTISING AGE 

_100 E. Ohio St., Chicago 11, Ill. 


ARTIST - LAYOUT MAN 
Layout specialist—experience with Maga- 
zine, House Organs, Publications of all 
types. Roughs—Finished art. Negative 
work for offset lithography. College and 
Art Academy background. Samples. 
Box 2921, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ml. 
“CASE HISTORY” SPECIALIST 
10 years intensive industrial copy/contact 
experience. Want to leave top midwest 
agency for key spot with aggressive but 
congenial agency or manufacturer. Prefer 
moving south or west, but will consider 
any location. Results guaranteed. Mar- 
ried, children; $8000 minimum. 

Box 2928, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ml. 


ATTENTION PRINTING BU BUYERS 


Large New York Plant seeking increase 
in sales offers profit sharing arrangement 
with any individual or company instru- 
mental in increasing our billing. Equipped 
for producing finest ~~ litho and 
letterpress, color or blac white, long 
or short runs. Replies held in strictest 
confidence. 


Box 7529, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


Trade publisher's regional manager 
desires sales promotion opportunity. 


6 years business magazine space sales, 
circulation supervision; 2 years all phases 
general magazine management; 3 years 
military public relations; 5 years daily 
newspaper advertising, editorial. 


40-married-no children. Can travel. 
Protestant. Excellent health, appearance. 
tight fisted organizer with depression 
sales know-how. 


Qualified for: Business magazine manage- 
ment; Manufacturer’s advertising man- 
ager; National association secretary. Sales 
promotion manager general magazine cir- 
culation or space sales. 


Prefer midwest, west or south. $12,000. 


Box 2924, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ll. 
BRAIN FOR RENT — FREE! 
Top Ad mind, unusually prolific in cre- 
ating credible ca$hable copy for all media, 
available now—free. However, attached 
body, age 32, equally adept at contact, 
wants around $17,000 a year. 
Box 2925, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
THE HOUSE THAT JACK BUILT... 
. will eventually get paid for if Jack, 
a young, idea-copy man with wide news- 
paper exp., can get free-lance work. Plen- 
ty of creative talent. Can you use it? 
Box 2926, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING MANAGER 
As brand advertising manager of a leading 
food manufacturer I helped make new 
sales records. Handled all campaign plan- 
ning, merchandising, sales helps and con- 
ducted sales meetings. Background of mer- 
chandising, research, selling, and agency 
account work on drug products has given 
me a well rounded experience to help you 
with your advertising and sales problems. 
Have also taught advertising courses. Well 
qualified to direct advertising for food 
or drug products. Age 37. 
Box 2927, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Experienced Production man familiar with 
layout, with 6 years experience, seeks 
job with agency, manufacturer or printer 
in Chicago. Phone EV 4-0723 


Farm Paper Editor 
with 21 years comprehensive agricultural 
experience in Midwest desires to locate 
in South, Southwest or West. 
Box 2929, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ul. 


~ YOUNG ADVERTISING MANAGER 
STILL WET BEHIND THE EARS. 
from swimming the American channel 
of advertising. I'm young enough to have 
ideas that have been proven successful in 
the retail field, and old enough to know 
that nobody gives you anything on a silver 
platter. At present, I’m advertising man- 
ager of a retail store doing approximate- 
ly $17 million. I know all phases of retail 
advertising, direct mail, television spots. 
I have a staff of ten people under my su- 
pervision. My association with manage- 
ment has been on excellent terms. Look- 
ing for a spot in the middle west in or 
near Chicago or vicinity. Salary $10,- 
000 +. 
Box 2930, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 
AND COPYWRITER 

Seasoned in packaged food and drug pro- 
motion—worked successfully with and for 
several outstanding agency men—10 years 
on other side of fence as vice-president 
sales & advtg for national chocolate sy- 
rup co. Splendid references and intimate 
entre to several good-sized advertising 
accounts in Chicago area. 

Box 2931, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ADVERTISING and SALES 
PROMOTION EXECUTIVE 

Now with large Chicago manufacturer de- 
sires greater opportunity with progres- 
sive, growing company or advertising 
agency. Thoroughly experienced in mag- 
azine, direct-mail, point-of-purchase and 
publicity campaigns. Familiar with prepar- 
ing budgets and schedules and supervis- 
ing sales training and sales contests. Ex- 
perienced in client contact. Outstanding 
public speaker. 

Box 2932, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN AVAILABLE 
College graduate. Aggressive for new 
business. Known in Chicago district. 

Box 2937, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


WILL SACRIFICE CONTROL 
Southwest Magazine 


To top grade Adv. or Circ. man 28- 
38 with established executive, man- 
agerial ability, modest sum to invest. 
will give binding contract enabling 
| oben purchase controlling interest 

eld-leading monthly. Ill health, age 
force retirement. Give your full rec- 
ord pict first letter. 


Box ADVERTISING AGE 
100 E “Ohio St., Chicago 11, Ill. 


WANTED 


50% below competitive prices. 
This type merchandise is in ——— demand 
display and sales pr 


Established & Financially 
or Distributor in all Key “Cities 

We are a West Coast corporation producing a commodity in an established billion dollar 
industry. Our secret techniques enable us to piace ovr products on the market at about 


» lataaeeshens, printers, ron 


Exclusive territories. 
stating lines carried, territory covered, 


class and type of industry can use our products. 

No franchise fees or other intangible costs. No stock to carry. Write, 
number of salesmen employed etc. 

Box 7528, Advertising Age, 100 E. Ohio St., Chicago 11, Ill. 


Responsible Sales Organization 


sales org ° 
every 


by large 
In fact, 
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POSITIONS WANTED 

SORRY CHICAGO -N. Y.-L. A. 

THIS IS FOR ST. LOUIS ONLY! 
Woman, 35, wants ad job with responsibil. 
ity. Exp. covers agency copywriting, direct 
selling adv. space, ad mgr. dept. store, 
budgeting, planning, follow-thru. Clear 
understanding of production, flair for 
layout, practical bus.ness background. Al} 
replies confidential—all answered. 

Box 2933, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Li). 
RADIO-TV DIRECTOR, 10 years in radio 
production both local and network. Agen- 
cy TV selling experience. Willing to selj 
accounts. Single, 30, university graduate, 
Prefer Minneapolis or Kansas City. Ap. 
prox. $6000 desured. 

Box 2934, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, ili. 
COPY MAN, with mature experience in 
agency, catalog and editorial fields. Spe- 
cial knowledge of farm, industrial, me. 
chanical and technical lines. Located in 
Chicago. 

Box 2935, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Dl. 
ASST. TO A.E. OR TV DIR. 
2 years of down-to-earth, elbow-grease 
exper. in general copy, ideas, contact and 
tv prod. with medium-sized 4A agency, 
Now Asst. to TV Director. Single, coll, 
grad., only 25. If you need an asst. cap- 
able of producing new and growing with 
job—I'd like to talk to you. 

Box 2936, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, !1l. 

~ EXECUTIVE -ADVTG. & ADM. 
21 years diversified experience as key man 
in advertising and management. Operated 
own agency. Thorough knowledge contact, 
creative planning, copy, layout, media 
and economical production. Efficient of- 
fice manager, good organizer, supervisor 
of personnel and purchasing. Will assume 
full charge or assist top executive in cor- 
poration or agency. 

Box 2938, ADVERTISING AGE 

aL E. 47th St., New York 17, N. : = 


____ MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 


PERSONAL: Anyone knowing the where- 
abouts of Richard Gwinn, please phone 
W. Sorenson, AN 3-2910 or AL 2-7098, 
Chicago. 


MONTHLY CARTOON SERVICE 
For House Organs—Trade Journals—Ad- 
vertisers. Economical—Modern—Send for 
folder. Humor House, 55 S. Audubon, 
Indianapolis. 


Small advertising agency now in Chicago 
Loop wants to move to near North Side 
and redecorate “brownstone”. Wants to 
share space on co-op basis with congenial 
similar group or free-lance or space men. 

Box 2915, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Looking for public relations and adver- 
tising people who wouldn’t mind having 
their printing needs serviced by a com- 
petent and interested printing organiza- 
tion. Smooth production of publicity and 
promotional printing can be arranged by 
calling MU 9-4717. Advance Printing Com- 
pany, Inc., 324 E. 24 St., N. Y. C. 


CUT YOUR ART OVERHEAD. Thoroughly 
exper. art dir., layout man with art dept. 
can handle your comp. art needs from 
start to finish. A wide working knowledge 
of litho, ltpress, pltmkng., color processes 
and copy prep. can do a better job for 
you. An ideal set-up for manu., publ. 
ageys and prtrs. Attractive rates. A 1 
Art Counsel, 859 No. Orleans St., SUper- 
ior 7-5921, Chicago. 


KCMO Promotes Evans 


R. W. Evans, on the sales staff, 
has been named national sales 
manager of KCMO, Kansas City, 
Mo. Charles E. Jones, formerly 
general manager of KICM, Mason 
City, Ia., and secretary-treasurer 
of the Iowa Tall Corn Network 
(now Tallcorn Network Repre- 
sentatives; see AA, Jan. 23), has 
joined KCMO’s sales staff. 


Helton Joins Lewis & Gilman 


Frank A. Helton,,former vice- 
president and general manager of 
J. J. Weiner Co., San Francisco 
and Los Angeles, has joined the 
copy department of Lewis & Gil- 
man, Philadelphia agency. Mr. 
Helton formerly was advertising 
manager of the May Co., Los 
Angeles. 


Will Start Publishing Firm 


Dr. Maurice Jacobs, executive 
vice-president of the Jewish Pub- 
lication Society, Philadelphia, will 
resign on March 15 to head his own 
publishing venture to be known 
as Maurice Jacobs Inc. The new 
company will be mostly a foreign 
language press. 


Budd Looms to Berger Co. 


Budd Looms Inc., New York, 
retailer of carpets and linoleums, 
has appointed Alfred Paul Berger 
Co., New York, to handle advertis- 
ing in newspapers and by direct 
mail. The account formerly was 
placed direct. 


To J]. Walter Thompson Co. 
Massachusetts Mutual Life In- 

surance Co., Springfield, Mass., has 

appointed J. Walter Thompson Co., 


New York, as its agency. 


Adver 


ger O 
visior 


ceeds 
assist 


bia a 
Mur: 


has a 


oper 


divis: 
creat 


Calif 


of th 
elects 
Hoile 


Mill 
ident 


eat aks Fe Ne ee ee ee er ee ete eee . ee eg ea ee ae ah lees x bd : i : 
ee 
- — 
/ 4 / ; ” BP ee / 
iG AUV ER LipiG JAAS | AC) 
BATES (7 5¢ per bine, minimum charge $410 Cash with order fawe bold face” heads 
- : ry ee Sites ae So RRR et LN i i ele aah a iy FT ED er en ‘ " 
ee d discounts on multple insertions ond space over 5S inches opply on display 
Whee a a. | Mae li | 
3 Po ae 
pe Pe j 
ee Barne: 
id a Wye 
Haver 
dent | 
Hollyv 
oe Albuq 
as | | | ee Cro 
: eres _ : ata se ne ee ee | NE\ 
’ | test F 
ihe The 
a way” 
oe of all 
* of $1, 
ie each, 
Bev in ca 
i teen-: 
Rul 
partic 
fal articl 
: pS inte 
228 pany 
a ee srt 
sertio 
ag with 
a threa: 
a ing ¢ 
ag 30, 00¢ 
oe chain 
ie stores 
ae It i 
a ies o! 
ae books 
ug distri 
Rr. eS. ee whick 
il | es “y 
sie test ¢ 
Chain 
Econe 
nal, } 
; tion | 
diser 
fi: Ke 
me agen¢ 
m Lees 
te a ~ 
nae adver 
art Sales 
if comp 
2 tive. 
a forms 
se To 
ss a : 
| a 
Se: oma a 
ere ee | | Ca 
i ee | pe 
ne Se | mer], 
ne as Si 
: USE COUPON TO OBTAIN INFORMATION ) | po a 
Sieg || coord 
as | | ee 
ie 1 | 
es | 
alee | | 
ne , | i = 
a | 
ee [oe | | | a | ee 
oe J — Arg 
Fa . ss poke ee ahs sas a eartgeeos ee ee ee ee ere rae ee SARS Dre Stier Opie SE RE Marr. ess ae ER COE ee 
ee a Oe are ne a oe oa Oe ei ate a eb. asain : Ae Cale ae ee ee rl ae ae eo eee . . me ila Soon eek ee 


ee ae eo a 


39 


1950 "F savertising Age, January 30, 1950 ; 
— transmitters, located in nearby; Names Cady, Saxe V. P.s McCormick's Names Walsh 
. First Commercial Scituate, will devote a third "= Lamont, Corliss & Co., New| McCormick’s Ltd., London, Out 
'sibil- of time to programs sponsored by/ York, has appointed Donald Cady,|has named the Toronto office o 
a ‘Shortwave Programs American companies having offices| with the company since — as| Walsh me geen © See 
Clear oda WRUI lants abroad. vice-president and merchandise|its visual advertising. ines 0 
an Br dcast by es General Electric anaaee, and M. H. Saxe, who| the company’s biscuits and candies 
1. All Boston—Station WRUL, whose|is airing a half-hour “quality” joined the company in 1938, as/ will be promoted, with special em- 
: 250.000 aos it th ; ly. O :_|vice-president and manager of|phasis on McCormick’s Jersey 
| ,000-watt power makes i €/music program weekly. One-min-| 11. bulk chocolate sales depart-|cream sodas, Butter Bix and vi- 
radio most powerful privately owned|ute commercials, institutional in| pent, tamin D irradiated Sunwheat bis- 
Agen- shortwave operation in the coun-/style, are carried at the opening cuits. 
a... try, for the first time is carrying|and close of the half-hour show. ll P 
: - romotes Belkna 
“Ap: commercial broadcasts. : Some new development in the —— H. Belknap pan of| KSMA Appoints Seidler 
: First client is International /eiectrical industry will be de-|the professional division of Lee| Wally Seidler has been named 
| General Electric Co., Walter S./scribed weekly. Ramsdell & Co., Philadelphia agen-| manager of KSMA, Santa Maria, 
ce in Lemmon, president of the station,} The commercials are aired in|cy, has been named a vice-presi-|Cal. He succeeds Lawrence W. 
- has announced. both English and French. The pro-| dent. Harry, who has resigned. 
ed in The station’s facilities have been| gram is beamed at Europe and 
leased to the State Department's | the Middle East each Monday from Rasottcds 
“Voice of America” operation for| 3:15 to 3:45 p.m. (EST), with a T 
iis. 7 F the major portion of its broadcast | rebroadcasi to Latin America from oe 0 REMOS 
rease LUX WINNER—Welcoming Jackie lee | time. In addition, a block of time| 6:15 to 6:45 p.m. (EST). N° TOY TRADE 
t and Barnes (left), national winner of the Lux each day has been reserved for the \\ , 
ney. 15-year-old girl contest, at Inglewood Air- henatinath inannminn of tan tidine Magazine 
cap- port, Los Angeles, are movie star June ‘ progr - Appoints Mogge-Privett 
with and Cornwall Jackson, vice-presi- | Profit World Wide Broadcasting . ° Only ABC Toy Paper 
Haver ¥ coe i | enna e te Mogge-Privett, Los Angeles, has Oldest in Field 
| dont in charge of J. Walter Thempeon’s | MOUNCStION. been named to handle the adver- Leads in Lineage 
| Hollywood office. Jackie, a native of tising of Towne Talk Co., Los An- 
a. Albuquerque, won a 10-day trip to the | m Both the State Department and geles, manufacturer of toppings | Write for New Market 
man film capital. the World Wide broadcasts will|orangeade, Cholly, a chocolate | ae... LAPSE 
ntact, na eng BE arg me nt drink, and a line of ice cream and N71 W. 23d WN. Y. 10 
nedia tation and its associa i ialties. 
‘ot | Spool Cotton Plans ee re 
Vv 
‘or | Crocheting Contest 
, (Picture on Page 1) 
. New YorK—Spool Cotton Co. 
a will launch a $10,000 crochet con- 
test Feb. 19 with a full-page color 
tions ad in The American Weekly. 
Nebr. The company’s ‘“crochet-your- 
— way” contest, open to crocheters 
-7098, of all ages, will offer a first prize 
P of $1,000, two second prizes of $500 
sae each, and numerous other prizes 
i for in cash and special awards for 
ubon, teen-age girls and for men. 
lcags Rules of the contest call for the 
Side participant to submit a crocheted 
i article based on choice of motifs 
men. in two books issued by the com- 
pany through dealers, “Crinoline 
— Lady in Crochet,” or “Floral In- 
aving sertions and Edgings,” together 
pe > « with labels of the company’s 
and threads used. 
_> ' Elaborate counter cards are be- 
ing distributed to the company’s 
ighly 30,000 retail outlets, which include 
— chain, variety and department 
ledge stores. 
esses It is estimated that 2,400,000 cop- 
> for : ’ 
bubl., ies of the company’s two crochet 
f 1 books, mentioned above, will be 
a distributed during the contest 
ag which closes at midnight April 30. 
Business paper ads on the con- 
test are appearing in six papers: 
taff, Chain Store Age, Department Store 
4 Economist, Merchants Trade Jour- 
vo nal, Notion & Novelty Review, No- 
~~ tion & Art Needlework Merchan- FIRST MAN ON THE 
urer diser and Variety Merchandiser. 
rork Kenyon & Eckhardt is the 
pre- agency. 
has : 
Lees Realigns Personnel ; ‘. - 
Homer H. Evans Jr., formerly There is no “low” man on the advertising totem pole. But 
‘ advertising and promotion mana- ; j j 
hens ger of the hand-knitting yarn di- there is a first man and he is the production manager. 
r of vision of James Lees & Sons Co., How he fares during his working day depends upon the 
isco Bridgeport, Pa., has been named , : 
the sales promotion manager of the quality of work he produces, because the results of his 
il- company’s carpet division, effec- : : : 
Mr. tive March 15. T. Stephen Neale, efforts are used to create good impressions upon the client— 
sing ormerly Mr. Evans’ assistant, suc- t the advertising totem pole 
Los ceeds him. Jean Blackburne will the ae ae he a é 8 P 
sanist Mr. Evans while continuing To help the production manager create the impression he wants 
er promotional work for Colum- : 
txa—<« to make on those he wants to please (and, at the same time 
i help his agency or studio favorably impress its clients) 
os Murray to Capp Enterprises M joe gency ticular attenti 4 P f lecti 
vill Capp Enterprises, New York, onsen-Chicago pays pa icu ar attention to type face selection, 
wn has appointed Gladys Murray, for- correct spacing, and general over-all typographic 
ywn merly in charge of merchandising 
1eW operations with Eagle Lion Films, readability and appearance. 
ign as sales promotion manager of : : : 
Dogpatch Styles. Miss Murray will These exclusive Monsen services will produce those good 
coordinate the work of the plans impressions the production manager wants to make on those 
division in promoting fashion mer- 
chandise based upon the charac- he wants to please. 
ork, ters of the Li’l Abner comic strip, 
ms, created by Al Capp. 
ger 
a California Publishers Elect 
| Lawrence A. Freeman, publisher 
vas »P 
of the Delano Record, has been CHICAGO 
elected president of the California 
€wspaper Publishers Association. 
Other officers are: Clarence H. LOS ANGELES 
In- Hoiles, Santa Ana Register, 1st 
has vice-president; Stanley T. Wilson, 
*0., Mill Valley Record, 2nd vice-pres- 
ent, and Carl P. Miller, Covina EAST OF THE ROCKIES IT’S MONSEN-CHICAGO AT 22 E. ILLINOIS STREET, ON THE PACIFIC COAST IT’S MONSEN-LOS ANGELES AT 928 S. FIGUEROA STREET 
tgus Citizen, secretary-treasurer. 
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Biow Agency Appoints 
]. F. LaFarge, H. C. Sherk 


John F. LaFarge, formerly vice- 
president of Hewitt, Ogilvy, Ben- 
son & Mather in charge of copy, 
has joined the Biow Co. for a copy 
assignment. 

The agency has also appointed 
Hubert C. Sherk, formerly with 
John Hudson Moore Inc., as ac- 
count executive for Lava soap di- 
vision of Procter & Gamble Co. 


Mogul Co. Names Frankel 


Emil Mogul Co., New York, has 
appointed Samuel Frankel, for- 
merly vice-president of Lawrence 
Boles Hicks Inc., as account execu- 
tive and member of the plans 
board. 


,, NDDRESSING - 


sala aisnalban 2 
THE LETTER SHOP, ine. 


431 6. Dearborn St., Chicago 5, IIinois 


Periodical Group 
Elects ‘Organizer’ 
Wyman As Chairman 


New YorkK—Phillips Wyman, 
publisher of Redbook and vice- 
presidént of McCall Corp., was 
elected chairman of the board of 
the Periodical Publishers Associa- 
tion at its annual 
meeting here. He 
succeeds the late 
Earle H. McHugh, 
vice-president of 
the Hearst Mag- 
azines Inc. 

Mr. Wyman, 
executive secre- 
tary of the Peri- 
odical Publishers 
Association from 
1921 to 1923, re- 
organized the as- 
sociation to serve as the advertis- 
ing promotion headquarters for the 
magazine field. 

In 1923, he joined the McCall 
Corp. as director of circulation and 


Phillips Wyman 


was made vice-president in charge | 
of circulation sales in 1943. He was 
appointed publisher of Redbook in 
May, 1949. For 12 years he served 
as a director of the Audit Bureau 
of Circulations, most of the time 
as chairman of the rules and regu- 
lations committee, retiring last 
year. 

Other officers elected by the 
periodical publishers include: 
Frank Biaucher, president; T. L. 
Erantly, vice-president, Crowell- 
Collier Publishing Co., and John 
K. Herbert, vice-president, Hearst 
Magazines Inc., vice-presidents; A. 
W. Kohler, vice-president, Curtis 
Publishing Co., treasurer; and 
Florence Ficke, secretary. 


Milprint to Build New Plant 

Milprint Inc., Milwaukee, print- 
ing and packaging material pro- 
cessor company, has plans for 
building a plant having about 325,- 
000 square feet of space on a newly 
purchased 22 acre site in Mil- 
waukee. Production is now handled 
in three factories and a warehouse 
with a total of about 200,000 square 
feet of space. 


“EACH MONTH HOSPITAL MANAGEMENT IS 
READ BY ELEVEN PEOPLE HERE” 


a 


That is why, then, the multiple readership of 
HOSPITAL MANAGEMENT among depart- 
ment heads is so important to advertisers, why 
the editorial departmentalization of HOSPITAL 
MANAGEMENT is so valuable. It explains why 
the unique selling power of HOSPITAL MAN. 
AGEMENT makes it a “must” on the schedules 
of those who know this market best. 


A hospital is a world apart from the rest of the 
community — and a world to itself. 
virtually everything needed for food and shelter 
for patients and staff, in addition to thousands 
of drug, pharmaceutical, and special equipment 
items . . . $500,000 to $750,000 worth a year in a 


hospital like the one above. 


R. D. VANDERWARKER 


PASSAVANT MEMORIAL HOSPITAL 


> oe 


~ Sicieeinal 


Sig 


Director 


Chicago 
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It must buy 


The result is that you have to do multi-level 
selling to reach the various specialists involved 
... you have to do pin-point selling of certain 


department heads if you are looking for orders, 
because they are the people most likely to initiate 


purchases. 


Indeed, it’s wise to remember (in almost any 
field today) that the front office doesn’t usually 
“want” a product — that the purchasing agent is 
not apt to place an order (especially for a new 
product) unless he gets a suggestion or a requisi- 
tion from the department head concerned. 


pananconansonommmenct 


PREFERRED READING | AMONG HOSPITAL EXECUTIVES 


’ 
ASSAVAN?T MEMORIAL WOSPitar 


tren 
SOO FLROY Patreeson mEmOniar 


Hospital Management 
100 East Ohio Street 
Chicago, T)linots 


Gentlemen: 


persona) subscr’ 
4. Weingartner, 
the director of pui 


Mr’, 
the following departnentes copy is circulated through 
eeping, laundry, engineert 
ng 


Mani (einemnt 


100 E. OHIO STREET 


Largest net paid ABC hospital circulation. 
Send for your copy of the latest reader penetration 
study; it is interesting and valuable. 


eur 
EAST SUPFRIOR stREET tOinG 


CHICAGO 


-— 


1 
assistant director of pS i 


- Usually this includes 


Weingartner' 


Purchasing, nursing, h 
ng and med Nae 
in this copy is also tauhed, {eal records, 


When ay copy is returned 
from the 4. rtment 
joncerned, it is retained for permanent Feference, 


“Sincerely yours, 


‘¢ MoLLoD 


— | D. Veat@arver 


e A $2,900,000 establishment. 
235 beds and 37 bassinets. 
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Court Backs FCC 
in Ohio Papers’ 
License Case 


WASHINGTON—The Federal Com- 
munications Commission won judi- 
cial support Monday for a decision 
denying radio licenses to two Ohio 
newspapers accused of attempting 
to monopolize local news and ad- 
vertising channels. 

The newspapers pointed out that 
they had not been convicted of 
violating the anti-trust statutes 
but the court said that FCC has the 
right, in issuing licenses, to con- 
sider news and advertising mono- 
polies as contrary to the public 
interest, even though there may 
not be a specific anti-trust viola- 
tion. 


ws Applications for stations for the 
Mansfield Journal and _ Lorain 
Journal were denied by FCC a 
year and a half ago in a decision 
which found that the papers re- 
fused to sell space to advertisers 
who used local radio stations. 

FCC said that, on the basis of 
the record, it felt the public inter- 
est would not be served by a grant 
which would enable the papers to 
go into radio. 

Subsequently the Department of 
Justice filed anti-trust charges 
against the publications. But in 
a decision Monday, Judge George 
T. Washington said FCC’s action 
is in no way connected with the 
anti-trust case, still to be tried in 
the federal district court in Cleve- 
land. 

Judge Washington denied that 
FCC’s action invaded “freedom of 
the press.” 


es “A newspaper, when it stands 
as an applicant for a radio station, 
may not rely on the first amend- 
ment to compel the FCC to dis- 
regard public interest in consider- 
ing its application,” the judge 
wrote. 

“The commission did not in any 
manner attempt to censor the edi- 
torial policy of the newspaper. Its 
order does not require the Mans- 
field Journal to cease any of the 
practices it engaged in.” 

FCC’s victory is in contrast with 
the setback suffered by the De- 
partment of Justice in November, 


‘Co., 


Advertising Age, January 30, 195m 


when it asked Judge Emerick 
Freed for an injunction requiring 
the Lorain Journal to accept ang 
legally printable ad submitted by 
a prospective advertiser. 

The injunction was refused after 
the American Newspaper Pybs 
lishers Association intervened agg 
“friend of the court” and cond 
tended it was a grant of power 
never previously exercised over g 
newspaper. Having been refused 
the injunction, the government # 
going ahead with plans to bring 
the case to trial. 


Congressional Record 
Salutes Old Gold 


A resolution, introduced and 
placed in the Congressional Record 
by Sen. Alexander Wiley of Wig. 
consin, applauds the “Original 
Amateur Hour” (ABC) for itg 
fund raising efforts on behalf of 
the District of Columbia Heart Ag. 
sociation. The radio show will orig- 
inate from Constitution Hall on 
Feb. 2, with Washington notablesi 
participating. 

“Ordinarily I do not believe in 
mentioning the name of a privatel 
business. But this organization cer-§ 
tainly seems entitled to credit, so 
let me say a word of salute to Ted 
Mack and the Original Amateur§ 
Hour produced by the Majori™ 
Bowes staff and presented by the 
makers of Old Gold cigarets,” Sen- 
ator Wiley’s resolution said. 


Starrett Appoints Two 


C. G. Nordmark, formerly adver- 
tising manager of Lord Mfg. Co., ‘ 
Erie, Pa., and assistant publicity 
director of the Heald Machine ‘ 
Worcester, Mass., has been 
named advertising manager of L. | 
S. Starrett Co., Athol, Mass., pre- 
cision tools. Harry E. Masters, who 
has been advertising manager, has 
been appointed educational direc- 
tor in charge of all vocational edu- 
cation and industrial apprentice 
training programs and activities, 
plus trade shows and conventions. 


Russell to ‘N. Y. News’ 


Jean Russell, with American 
Broadcasting Co. for the past four 
years, has been named to head 
the New York News circulation 
promotion. Mr. Russell had been 
— the News from 1924 through 
1937. 


To Wickersham Press 


Travis Cliett, formerly art edi-9 
tor of Ideal Publishing Corp., has§ 
been named director of design and 
typography of Wickersham Press, 
advertising color printer, Long Is-§ 
land City, N. Y 
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NEW Subscription Order Form... 


Please enter immediately my subscription to 


Advertising Age for 


() One Year at $3.00 [|] Two Years at $5.00 [| Three Years at $6.00 
() Payment enclosed [7] Bill me later [7] Bill my firm 
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Advertising Age, January 30, 1950 


SALES STRATEGISTS—Alfred E. Lyon (left), 
chairman of the board, Philip Morris & 
Co., and Milton Biow, president of Biow 
Co., which has the Philip Morris account, 
pose at company’s annual sales meeting 


in Louisville. 


Labor Party Move 
Threatens to Halt 
British Ad Drives 


Lonpon—Britain’s Labor gov- 
ernment is exerting pressure to 
restrict “anti-nationalization” ad- 
yertising campaigns now being 
conducted by industries which the 
government has threatened to take 
over. 

The Labor Party has made it 
clear that it considers the anti- 
nationalization campaigns political 
in nature. It insists that funds 
spent on anti-nationalization ad- 
yertising be included in the al- 
lowed expenses of Conservative 
Party candidates—a move which 
could severely cripple Conserva- 
tive electioneering. 


a The squeeze play is directed 
only against Labor’s major opposi- 
tion—the Conservative Party. The 
Liberals and other smaller parties 
—which also oppose nationaliza- 
tion—have not been mentioned. 

To complicate the situation, no 
one knows whether “the election 
period”—the time when candidates 
are forbidden to spend more than 
about $1,260 each—begins Jan. 10, 
Feb. 3 or Feb. 13. 

The threat already has had 
some effect on anti-nationalization 
drives. The insurance group has 


dropped its appeals and the cement 
industry has covered its posters. 


s However, the sugar industry’s 
anti-nationalization campaign, 
started last June, will continue 
under a full head of steam. 

Lord Lyle, of Tate & Lyle Ltd., 
sugar refiner, asserted: “As we do 
not know whether sugar refining 
is part of the socialist election 
program, our campaign goes on, 
election or no election, until the 
threat is withdrawn.” 

Latest move on the part of the 
sugar refiners is the circulation of 
a petition which reads: “We, the 
undersigned, irrespective of party 
allegiance, do not believe that a 
state-owned sugar refining indus- 
try will produce better or cheaper 
sugar; that nationalization will 
benefit consumers or workers of 
the industry.” 


Newspaper ads run by the sugar 
refiners invite readers to sign the 
petition at their neighborhood 
grocery and food stores. 


Angostura’s Food Uses 
Pushed in 1950 Drive 


Uses of Angostura bitters in 
food, as well as in drinks, will be 
promoted by Angostura-Wupper- 
mann Corp. in its 1950 campaign. 
Ads, slated to break next month 
in Newsweek, The New Yorker 
and Time, will carry suggestions 
for uses of Angostura bitters in 
food dishes at the bottom of each 
ad. Robert W. Orr & Associates is 
the agency. 

The company announced that 
sales of bitters for November, 1949, 
were the highest for any single 
month since October, 1947. 


NBC Promotes Pat Steele 


Pat Steele, manager of the 
broadcasting promotion unit of Na- 
tional Broadcasting Co., New York, 
has been appointed manager of au- 
dience promotion. Allan J. Hughes, 
formerly with Columbia Broad- 
casting System, has joined NBC’s 
sales promotion division. 


KTED Joins Association 


KTED, the new Laguna Beach, 
Cal., station, has joined the South- 
ern California Broadcasters Asso- 


ciation as its 48th member. 
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PASADENA 
Comic Strip 


READERS 


21 Famous color comics each 
Sunday plus more than 31 daily 


comic strips and panels. 


The STAR-NEWS is the only NEWSpaper of the 
San Gabriel Valley which offers daily comics plus 
Sunday colored comics to its more than 150,000 


readers. 
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IT HAPPENS ONCE A YEAR! 


Avtomotive News publishes its Almanac. 
Here’s what will happen when the 1950 edition 
arrives with the June 5 issue: 


2. It is placed where it’s 
always available. 


1. A first reading as careful 
as that given regular 
issues, 


IT HAPPENS 
ALL YEAR LONG! 


3. Questions come up 
that only the Al- 
manac can answer, 


@Since 1933 the automotive industry has looked to the 
Almanac as a standard source of complete and authentic 
information. 


@ Everyone who counts in the industry refers to it for 
statistics, charts, graphs, and historical data. 


@ It’s the ideal advertising medium for products and services 
used in America’s No.1 industry. 


~~ 


So—for year-round selling— 
round out your schedule with 
the industry’s reference book! 


FORMS CLOSE APRIL 15--RESERVE SPACE NOW! 


IT HAPPENS EVERY WEEK! 


The men who make buying decisions in the factories 
and dealerships keep informed by reading .. . 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


DETROIT 26, MICHIGAN 


PENOBSCOT BUILDING e 


ADVERTISING OFFICES: 


NEW YORK CHICAGO DETROIT -LOS ANGELES 
Edward Kruspak J. Goldstein Dick Webber R. E. Deibler 
Adv. Mar. Western Mgr. Adv. Rep. Adv. Rep. 

51 E. 42nd Street 360 N. Michigan Penobscot Bidg. 2506 W. 8th Street 
Murray Hill 7-687! State 2-627 Wo. 3-0495 Dunkirk 3-0303 
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15 MILLION VALENTINES 


TO THE LADIES 


WHO PROVE... 


s No advertising sells like advertisi 


in the Service Magazin 


HEN YOU SELL woman-products—you 

advertise in the women’s service 

magazines.* Scarcely a single national 
brand isn’t advertised in one of them. Similar 
shrewdness directs advertising for man-prod- 
ucts into Esquire. For, Esquire is the only na- 
tional service magazine* for men. 


AT 50¢ THE HIGHEST NUMBER OF READERS- 
PER-COPY OF ANY NATIONAL MAGAZINE! 
Men read Esquire—page after page, section 
after section, for information on how to do, act, 

buy. 
For this selective kind of appetite, Esquire 


selects, wraps up, delivers a unique audience; 
more than 750,000 men who lay 50¢ on the line 
every month—or six big U. S. bucks per year. 


Esquire’s all-time high in circulation! 
And look what Esquire gives you on the house: 
9 extra readers per copy! You can count them, 
no fooling, in documented research available 
for your inspection. 

How do you like that—a 7,500,000 reader 
market in a 50¢ service magazine* for men? 

Yes, it pays, pays, pays to advertise in 
Esquire—the service magazine* for men! 


CA.GQUURE. the Service Magv: 


wanes? 


ine’ 


ase von aes 


RD 
7s } 


EXAMPLE: 


Esquire Advertising Sells 
Hobby-Goods! 


Yes—there are a heap of hobby- 
happy, gadget-happy readers 
studying Esquire’s pages. With 
a 70-line ad last spring, the 
Wolk Camera Company sold 
more than $3,000 worth of a 
$13.95 accessory —outpulling 
the same ad in purely photo- 
graphic magazines by nearly 
four to one! Yes—there’s po- 
tent sell in the pages of “the 
service magazine* for men!” 


WHY THOSE 7,500,000 READERS FIND 
“IT’S A MAN’S WORLD’—in the 


NEW FEBRUARY ESQUIRE: 


UNHOLY WOMAN by James Warner Bellah— 
a mystery novelette about a woman who was 
either the most dangerous or fascinating female 
who ever lived—or both, 

THE HOTEL THAT REFUSED TO DIE 

by Quentin Reynolds—Cradle of immortal 
wisecracks, creaky with legend and sentiment, 
the old-fashioned Algonquin is still New 
York’s most colorful hotel and the darling 

of Broadway. 

WOMAN: THE OVERRATED SEX by J. B. Rice, 
M.D.—The Doctor is fed up with the “Power 
of Woman.”’ Sure they stand alone in sweet 
motherhood and live longer, but isn’t it because 
they walk—not run—to the inevitable exit? 


CLAUDE HARMON ~ W. C. HEINZ + AL MOORE 


IVAN DIMITRI + YOUSUF KARSH 
F. SCOTT FITZGERALD 


*Service Magazine: 
a publication serving useful, 
potent, buying information 
to a select audience. 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK FE 


SALESMEN—Harold S. Barnes, director, 
Bureau of Advertising, chins with Gene 
Flack, director of advertising, Sunshine 
Biscuits Inc., and one of the convention 
speakers, at NAEA meeting last week. 


PRESENTS CENSUS STORY—Philip M. Hauser (center), acting Director of the Cen- 

sus, told newspaper advertising executives what they can get out of forthcoming 

data at the NAEA meeting in Chicago last week. At left is Louis E. Heindel, Madison, 

Wis., Newspapers, newly elected Ist vice-president of NAEA; at right is Harry 
L. Garner, Peterborough, Ont., Examiner, an NAEA director. 


QUARTER CENTURY—Daniel J. Pykett (fifth from left), Kudner Agency’s media man- 

ager, celebrated his 25th anniversary in advertising at a luncheon given by Kud- 

ner executives in his honor at the Stork Club. From left to right are E. J. Owens, 

vice-president and account executive; Chet Nygren, istant production manager; 

Mrs. Pykett; S. K. MacNiven, administrative assistant to the president; Mr. Pykett; 

James H. S. Ellis, president; Margaret Inman, personne! manager; and Shafto Dene, 
assistant copy chief. 


HEARST AT NAEA—Hearst ad executives at the Newspaper Ad- American; Ernest Hoftyzer, Boston Record American; Herb Craig, 
vertising Executives meeting are (front row, usual order) J. W. Chicago Herald-American; H. W. Beyea, Hearst Advertising Serv- 
Fleck, Detroit Times; R. D. Levitt, Hearst Promotion Enterprises; ice; J. N. Morency, Hearst Advertising Service; Stuart List, Pitts- 
W. R. Hearst Jr.; Charles Lord, Detroit Times; Nelson J. Quimper, burgh Sun-Telegraph; Murray Whitsett, New York Mirror; P. J. 
Baltimore News-Post & American; James A. King, Albany Times- Morrison, Chicago Herald-American; Louis C. Boone, San Fran- 
Union; J. A. Fernald Jr., Hearst Advertising Service; and S. P. cisco Examiner; V. H. Doushkess, Hearst Newspapers; A. L. 
Bartlett, Los Angeles Examiner. Back row: Charles Gould, New Brock, Seattle Post-Intelligencer; R. L. Litchfield, San Francisco 
York Journal-American; J. J. Atkinson, Seattle Post-intelligencer;  Call-Bulletin; Gene Robb, Hearst Newspapers; G. A. Leeman, 
L. J. Flume, San Antonio Light; W. L. Amann, Chicago Herald- Los Angeles Herald & Express; and Benn Kay, Milwaukee Sentinel. 


MONKEYSHINES—KECA and KECA-TV, ABC Los Angeles stations, give a new twist 
to the three-monkey theme with outdoor display in the heart of Hollywood. 


TREASURY GETS HELP—U. S. Treasury officials attended the Baker, San Francisco News; Sam Howard, Denver Post; Eugene 
Newspaper Advertising Executives Association meeting in Chicago McGuire, Des Moines Register; George Steele, Philadelphia Bul- 
last week to thank newspapers for their assistance on bond  letin; Harvey Huff, New Brunswick Home News; Don Bridge, 
drives and to ask continued cooperation. Left to right in this Gannett Newspapers; H. A. Bevermann and Elihu E. Harris, U. S. 
gag shot are: Vernon Brooks, Scripps-Howard Newspapers; Earl Treasury. 


IRE: > BACKS COUNCIL DRIVE—Vincent Riggio (right), president of American Tobacco Co., 
receives a display poster from Clint Davis, U. S. Forest Service, as a thank-you 


llah— card for his company’s radio support of the Advertising Council’s forest fire cam- 
onl paign last year. Mr. Riggio has promised similar support this spring. 


Cea kis 


te f 


SCHLITZ STARS COLMANS—At the premiere of “The Halls of Ivy,” sponsored by UNDER SCRIPPS-HOWARD BLANKET—Some 50 advertising execu- pers; John Meilink, retired business manager of the Cleveland 
Jos. Schlitz Brewing Co. on NBC, are (left to right) Sidney Strotz, vice-president tives of Scripps-Howard newspapers and advertising offices Press; Mark Ferree, general business manager, Scripps-Howard; 
of the network’s western division; Mrs. Colman and Ronald Colman, stars of the gathered in Chicago last week for the organization’s 12th an- William G. Chandler, retired, but a member of the S-H execu- 
show; Ted Rosenak, advertising director of Schlitz; and Sam Fuller, radio production nual retail meeting. In the first row here are, left to right: H. H. tive committee; Morris Levy, member of S-H executive commit- 
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To Air Baseball Games 
Standard Brewing Co., Cleve- 

land, will sponsor both radio 


broadcasts and telecasts of the 
home games of the Cleveland In- 
dians. The games will be put on 
WEWS-TV and WERE, Cleve- 
land’s newest AM station. WJW 
broadcast the Indians’ games for 
Standard Brewing the past sev- 
eral years while Leisy Brewing 
Corp. sponsored WEWS telecasts 
of the games last season. 


KICM Appoints Curnutt 


Allan Curnutt, formerly general 
manager of Station KCBC, Des 
Moines, and KJAY, Topeka, has 
been named general manager of 
KICM, Mason City. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG. 


A&P Sees Two Fights on Anti-Trust Suit: 
One in Court, Other for Public Opinion 


Cuicaco—“The real reason we’re 
running ads about the anti-trust 
suit in 2,500 newspapers is because 
when you get in a fight like this, 
actually you are being tried in two 
courts: the court of law and the 
court of public opinion,” Dwight 


NAEA Meeting 


B. Austin, president of the middle 
western division of Great Atlantic 
& Pacific Tea Co., told the News- 
paper Advertising Executives As- 
sociation here Monday. 

“Eventually,” he said, “after 
long and expensive litigation, you 
may win free in the court of law, 
but in the meantime your reputa- 
tion is damaged and your business 
jeopardized in the court of public 
opinion. 

“We say that we have not only 
the right but the responsibility to 


defend ourselves through adver- 
tising or any other legitimate 
means in the court of public opin- 
ion, just as we propose to defend 
ourselves in the law courts.” 


ws Declaring vehemently that A&P 
has not broken the law and that 
anti-trust operations are too vague 
and general for anyone to be able 
to determine exactly what they 
permit and prohibit, Mr. Austin 
said: 

“Many people feel that if the 
Department of Justice makes a 
charge against you, that charge 
must be true. Believe me, that is 
a very powerful weapon the anti- 
trust lawyers have. And, believe 
me, they are using it. 

“You've heard their speeches and 
you’ve read their releases. There 
are undoubtedly people who have 
done business with us, either as 
customers or suppliers, and who 


to your customers! 


Sheets. 


BRAND 


bint oP Sale | 


When it's a product of merit, the first point is to show it 


There's no finer way to do this than with realistic, 
full-color, three-dimensional window and counter signs 
~—made of economical permanent VINYLITE Plastic Rigid 


Even complicated shapes are readily formed from this 
versatile material —simply and inexpensively. Perfectly 
registered multi-color printing is applied before forming, 
so that final coloring and finishing are eliminated. 

Signs and displays made of VinyLiTE Rigid Sheets 
hold their shape despite exposure to water, changes in 
weather, most strong acids, alkalies, and other chemicals. 
They come in many colors—or clear. They may be trans- 
parent, translucent or opaque, with glossy-smooth pol- 
ished or matte surfaces. They are ideal for striking light 
transmission effects, and they will not support combustion, — 
For a list of representative manufacturers of signs 
formed from VINYLITE Rigid Sheets, write Dept. HN-67. 
Counter display signs 


by STANLEY WESSEL & COMPANY, 
737 N. Michigan Ave., Chicago 11, Ul. 


National Plastics Exposition, 
Navy Pier, Chicago, March 28-31. 


inylite 


PLASTICS 


Visit The 


- 


, BAKELITE DIVISION 
5 Union Carbide and Carbon Corporation 
~~ 30 East 42nd Street, New York 17, N. Y. 


like us and believe in us, but who 
are honestly troubled and confused 
when they hear or read these 
charges. 


a “That is why we have had to 
take our story to the people. We 
had to do it to protect our bus- 
iness. If everybody believed what 
the anti-trust lawyers are saying, 
our suppliers wouldn’t want to sell 
to us, our customers wouldn’t want 
to buy from us, our employes 
wouldn’t want to work for us—and 
we wouldn’t blame them. 

“The anti-trust lawyers, as you 
know, have taken violent exception 
to our advertisements. They say 
we have no right to buy space to 
give the public our side of the 
case. They imply that somehow we 
are trying to influence the court’s 
decision. Of course, that’s silly.” 

Mr. Austin scoffed at the charge 
that George and John Hartford, 
owners of A&P, are motivated by 
greed. 

“Both men,” he said, “are well 
along in years [both are octogenar- 
ians]; both are widowers, and 
neither has any children. They 
have more money than they could 
ever spend. Their sole interest in 
life is running this business which 
their father left in trust with 
them.” 


WIR Appoints McPhillips 


Arthur McPhillips, traffic man- 
ager, has been named assistant 
general sales manager of WJR, 
Detroit. He has been with the sta- 
tion 20 years. 


Columbia Names Spadea 


Joseph R. Spadea, manager of 
the Detroit office of CBS network 
sales, has been assigned to cover 
TV and AM network sales in the 
Detroit area. 


Advertising Age, January 30, 1959 


Acetate Process 
Poster Offered 


New YorK—Mercury Paper Co. 
has become sole distributor for 
Trans-Look, a point of sale poster 
produced by Lienhard, Rittel & 
Cie., Basle, Switzerland. 

According to the distributor, 
Trans-Look ads are printed on 
transparent paper by an acetate 
process without the use of printing 
plates. Although widely used in 
Europe for advertisements, the 
printing formula is not generally 
known elsewhere. 

Mercury Paper Co. is prepared 
to order reproductions abroad from 
any picture, drawing or sketch, 
Kodachromes in color, or bkw 
prints may also be used. 

Trans-Look posters are affixed 
to windows or smooth surfaces by 
dipping the poster into water and 
applying it to the surface. The cost 
of individual orders depends upon 
the number of colors used and the 
bulk size of the shipment. Trans- 
Look posters have a maximum size 
of 20 x 20”. 


Burgess Battery Reorganized 
Burgess Battery Co., Chicago, 
has announced a plan of reorgani- 
zation, separating its battery and 
handicraft divisions. The handi- 
craft division has been transferred 
to a new corporation, Burgess Vi- 
brocrafters Inc., and the battery 
division will be transferred to a 


new corporation having the same . 


name as the present company, 
Burgess Battery Co. 


Sage Joins Madden 

Clifford Maitland Sage, formerly 
with Hill & Knowlton, Washington, 
has been appointed account exec- 
utive and public relations consult- 


ant of Madden Association, Dallas. 


Worcester’s Wondrous Twins: High Buying 


Power and Intensive Newspaper Coverage 


major 


Worcester’s stature as a 
market continues 
grow. Building and engineer- 
ing contracts awarded in 
Worcester County for the first 
11 months of 1949 mounted 


to 


to $27,656,000 — 36% over 

the same period in 1948. This healthy 
increase includes— 11% in residential, 
47% in non-residential and 66% in public 


works and utilities. As 


Worcester grows, 


so grow your sales opportunities! Encircle 
every one of them by consistent adver- 
tising in the Worcester Telegram-Gazette, 
the newspapers that completely blanket 
the market. Daily circulation in excess 


of 140,000. Sunday over 100,000. 


Source: F. W. Dodge Corporation. 
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Vladimir Again 
Leads Agencies 
in Export Ads 


New YorK—A total of 19,205 
pages of advertising was placed in 
62 American publications with 
principal circulation overseas by 
914 advertising agencies during 
1949. 

This is reported in the annual 
survey of export advertising vol- 
ume by Export Trade & Shipper, 
published in its current 14th an- 
nual export advertising number. 

The 1949 total represents a de- 
crease of 730 pages from the 19,- 
935 pages placed in 1948 by 900 
agencies. This is the first decline 
in volume shown since the survey 
was started in 1940, the publica- 
tion notes. 

Leading all agencies in the num- 
ber of pages placed was Irwin 
Vladimir & Co., with 794 pages. 
Vladimir, which has held first 
place in the surveys since 1942, 
only narrowly topped J. Walter 
Thompson Co. in the 1949 list. 


a The decline in the number of 
pages placed, Export Trade & 
Shipper points out, “is so slight 
that it might possibly be accounted 
for primarily by the few changes 
in the reporting publications, of 
which three dropped out and three 
others were added since the 1948 
survey. In view of some increases 
of advertising rates it is probable 
that there was little change of dol- 
lar volume, estimated last year at 
around $6,000,000.” 

The publication also notes that 
its compilation covers only adver- 
tising placed by recognized agen- 
cies. “A considerable volume is 


also placed direct by export firms.” 


Thus the total of pages as shown 
is substantially less than the total 
advertising carried by the partici- 
pating publications.” 


s Other features of the business 
paper’s special issue include views 
and forecasts on the outlook for ex- 
port advertising in 1950. Despite 
the difficulties created in many 
overseas markets by devaluation 
and dollar shortages, it is noted, 
the general expectation is that ad- 
vertising expenditures by U. S. ex- 
porters are expected to be well 
maintained in 1950. Some publica- 
tions report volume of contracts 
already well above the business on 
their books at the same time last 
year. 


s Eighty-one agencies placed 50 
or more pages of advertising in ex- 
port publications last year. They 
are: 


1949 1948 

Irwin Vladimir & Co., Inc. ....794 9802 
J. Walter Thompson Co. .......... 783% 8792 
Robert Otto & Associates, Inc. 518 49512 
McCann-Erickson, Inc. 494 476 
Grant Advertising, Inc. ............ 297 
National Export Advertising 

=e 312 
Foreign Advertising and 

Service Bureau, Inc. .... 302 
I I acc nnnsstcnscaciccoess 28 240 
Fuller & Smith & Ross, Inc. ....273 305 
5 oe [een 271 275 
Batten, Barton, Durstine & 

| 3, aa 244 248% 
Roche, Williams & Cleary, Inc.243 254 
Russell T. Gray, Inc. .........:.0:00+0+ 234 145 

e Buchen Company ...... ..223 255% 
Meldrum & Fewsmith, Ine. ....208% 201% 
Charles W. Hoyt Co., Inc 196 169 
Young & Rubicam, Inc. . 196 267% 
Griswold-Eshleman Co. ..... 191% 194 
Export Advertising Agency ....180 242 
Leeford Advertising Agency ....175 156% 
James Thomas Chirurg Co. ...... 173% 192% 
Gotham Advertising Co., Inc. ..173 170 
Compton Advertising ................. 171 199 
Newell-Emmett Co. .c.cccsieceees 158 110 
D'Arcy Advertising Co., Inc. ....152 136 
. Ef ~~ pee 137 118% 
Cockfield, Brown & Co., Ltd. 135 = 
Bert S. Gittens, Advertising ....134 104 
Arthur R. Mogge, Ine. .........:.-.+: 128 125 

cKim Advertising Ltd. .......... 125%... 
Canaday, Ewell & Thurber, 

BR ssnwsian 124 81 


ne. 
Wilhelm-Laughlin-Wilson & 

Associates 
The McCarty Co. ....... 
J. Roland Kay, Inc. ... me 
Walsh Advertising Co., Ltd. ....10 


Albert A. Drennan, Adv. ........ 104 45 
Albert Frank-Guenther Law, 

OD. <cmmalaiane = 42 
Dorland, Ine. ......... 60 


Sutherland-Ab 


FIRST—Helene Curtis, Chicago, plans to 


follow this new display carton 
with similar designs for family 
tion of other products in the 


for Suave 
identifica- 
company’s 


hair products line. The Suave counter 
display is designed in grey and muted 
red. Buchanan & Co. is the agency. 


Howard Swink Advertising 
A RA TT 

Walker & Downing 

Ed Wolff & Associates 


Inc. 


78 

84 

. 91 75 

91 59 

90 95 

90 an 

85% 69 
8542 58% 


Klau-Van Pietersom-Dunlap 


ABSOCIRSS, TNC. 22..00000:2ccccceseeresees 83% 87% 
Dozier-Graham-Eastman, Adv. 81 87 
Horton-Noyes Co. occcccccccccccceeeeees 80 72 
The Aitkin-Kynett Co. . 102 
Oakleigh R. French & A 15% 
The Jay H. Maish Co. 61 
Bonsib Advertising Agency Bed 
Andrews Agency 91 
Ewell & Thurber Associates .... 70 59 
Warman & Co., Ine. ......ccccccccecceee 70 76 
Doyle, Kitchen & McCormick 

ne. 68 77 
Melvin F. Hall Advertising 

in a 67% 83 
Graves & Associates .................... 66% 74 
VanSant, Dugdale & Co., Inc. 66 70 
Beaumont, Heller & Sperling, 

UNI: sisedsGehnntentanicaninntiiaiameesentistesceaees 62% 57 
Keeling and Co., Ine. ................. 61 5914 
Charles L. Rumrill & Co. ........ 61 61 
Comstock, Duffes & Co. ............ 69 53% 
Potts-Turnbull Advertising Co. 58 32 
Hoffman & York, Inc. ................ 58 33 
Branstater-Hammond ................ 57% 51 
Mumm, Mullay & Nichols, Inc. 57% 56 
George T. Metcalf Co. .............. 55% 175 
Al Paul Lefton Co., Ince. ............ 55 57 
Sweeney & James & Co. .......... 55 42 
Erwin, Wasey & Co., Inc. ........ 53 25 
R. J. Potts-Calkins & Holden .. 52% 48 
Hutchins Advertising Co., Inc. 52 85 
Medical Advertising Service .... 51% 52 
Geare-Marston, Inc. ...........00000 590 74% 
Paulson-Gerlach & Assoc., Inc. 50 59 
Watts, Payne-Advertising, Inc. 50 54 
Gallagher Joins Rumrill 

Neil A. Gallagher, formerly ac- 
count executive of Casler, Hemp- 
stead & Hanford, Rochester, N. Y., 
has joined Charles Rumr‘ll & Co., 


Rochester, in the same capacity. 


Lenox Starts Biggest Drive 


Lenox Inc., Trenton, N. J., maker 
of fine china, has started what it 
calls the “most comprehensive ad- 
vertising campaign in the history 
of the industry,” with an initial 
series of color pages in support of 
the spring bridal selling season in 
Better Homes & Gardens, Bride’s 
Magazine, Bride’s Reference Book, 
House Beautiful and House & Gar- 
den. Samples of color ads and the 
advertising schedule, mats, radio 
scripts and other local advertis- 
ing helps for dealers are contained 
in a merchandising kit. Benton & 
Bowles is the agency. 


Megowen-Educator to Dowd 

John C. Dowd Inc., Boston, has 
been named to handle the adver- 
tising of Megowen-Educator Food 
Co., Lowell, Mass. Newspaper, out- 
door, television and radio adver- 
tising will be used. 


Joins Kenyon & Eckhardt 

Edward E. Scovill, formerly of 
the Columbia Broadcasting Sys- 
tem, has been named business 
manager of the radio-TV depart- 
_— of Kenyon & Eckhardt, New 
York. 
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WMOR Appoints Abraham 


WMOR, FM station in Chicago, 
has named Anthony A. Abraham, 
publishers’ representative, as its 
representative. Marie Mason, for- 
merly with Abraham & Reynolds, 
publishers’ representative, has been 
named sales manager of the sta- 
tion. She will handle time sales 
for all evening accounts between 
6 p.m. and midnight. 


Clayton Mtg. Names Merritt 


William O. Merritt, formerly 
public relations, sales promotion 
and training director of Bear Mfg. 
Co., Rock Island, Ill, has been 
named sales promotion manager of 
Clayton Mfg. Co., El Monte, Cal., 
maker of Clayton vehicle analyzer 
dynamometers, Kerrick Kleaners 
and other equipment. ~~ 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 


Inc 


by Burn-Smith Co, 


WALDORF 
ASTORIA 


during the A.M.A. Conference 


December 27- 


“a conferee said, ‘I know of a ma- 
jor automobile company that is 
still using auto registration figures 
to locate its markets—what those 
people don’t realize is that some 
of their best markets are in areas 
where registrations are low be- 
cause people didn’t use to have 
enough money to buy—but 


THEY'VE GOT IT 


From: ‘BUSINESS WEEK’ Jan. 7, 


1950. 


ae 


28, 1949 


NOW.” 


A Negro bride, 
her matron, 


and her maids 


PASSED. 


Over 14 Million Negro People with an 
annual BUYING POWER in excess of 
10 BILLION DOLLARS... . consumers 
of the same things other Americans buy 

. represent segments of many local 
markets that should never be BY- 


.»» That's why Negro Newspapers gain 
Multiple Readership.. Complete Family Coverage 


Residing in communities with their own homes, schools, churches, 
theatres, clubs and social life. . . . and their own NEWSPAPERS 
which alone report these activities . . . . the Negroes represent im- 
portant local markets that are worth cultivating. 


EE SE Gs Se, tine 


. CONCENTRATION on 
American Negroes . . . through the me- 
dium of THEIROWN NEWSPAPERS 

. is a “MUST” for advertisers who 
expect to meet calculated sales poten- 
tials in the major urban centers. 


In fact. . 


@ 
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S, 
ed ASSOCIATED PUBLISHERS, 
£s PUBLISHERS REPRESENTATIVE 
562 Fifth Avenue 
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Smurthwaite Rejoins Chilton 


H. F. Smurthwaite is rejoining 
the Chilton Co. as Cleveland ad- 
vertising representative of Depart- 
ment Store Economist and Distrib- 
ution Age. In May of 1949 he left 
the Chilton organization to become 
Cleveland representative of Con- 
struction Equipment & Materials, 
a Conover-Mast paper. 


*Indicates first listing in this column. 
Feb. 10-11. Northwest Daily Press As- 
sociation, 3lst annual meeting, Hotel Rad- 
ison, Minneapolis. 
Feb. 13-14. Inland Daily Press Associa- 
tion, midwinter meeting, Congress Hotel, 


Bolta Plans Largest Drive Chicago. 
Feb. 28-March 1. Domestic Distribution 
Bolta Co., Lawrence, Mass.,| pepartment, Chamber of Commerce of the 
maker of Boltaflex all-plastic| United States, 6th National Marketing 


Conference, Hotel Book-Cadillac, Detroit. 
March 28-31. Premium Advertising As- 
sociation of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

*March 30-April 1. American  As- 
sociation of Advertising Agencies, annual 
meeting, Greenbrier, White Sulphur 
Springs, W. Va. 

April 11-12. Annual symposium and ex- 
hibit, Point of Purchase Advertising In- 
stitute, Waldorf-Astoria Hotel, New York. 

April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 
Waldorf-Astoria, New York. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 


covering material, through H. B. 
Humphrey Co., Boston, will launch 
the largest campaign in its history. 
Full-page, four-color ads will ap- 
pear in magazines. Trade publica- 
tions also will be used. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Y/ 


Artkraft® 
900 Kibby $t., Lima, U.S.A. 
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tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

*Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

*Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 


Joins Valentine-Radford 


Mossman Roueche, formerly ad- 
vertising manager of C. J. Patter- 
son Co., Kansas City, Mo., has 
joined Valentine-Radford Adver- 
tising, Kansas City, as a senior 
account executive. 


Issues St. Louis Job Guide 


The St. Louis job guide for those 
interested in journalism and allied 
fields, published by Frank Block 
of Westheimer & Block here (AA, 
June 20, 49), has been so much 
in demand from job seekers, pros- 
pective employers and university 
placement directors, that Mr. 
Block has issued a revised list for 
the February, 1950, graduates. The 
free list includes about 600 firm 
names, addresses, phone numbers 
and names to contact. 


Mayer Picks Goehring Co. 


Albatross-Franz Mayer Corp., 
New York, manufacturer of rain- 
wear, has appointed Jack Goeh- 
ring Co., New York, to handle ad- 
vertising in fashion magazines. 
Previously the company has ad- 
vertised only by direct mail. 


RTW Scout Promotes Two 


RTW Scout Publishing Co. has 
promoted Robert Berkowitz to 
managing editor of RTW Scout, 
and Myron Bienstock to managing 
editor of Children’s RTW Scout. 
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DOUBLE DUTY—General Electric lamp de. 
partment’s new flashlight bulb merchan- 
diser has an easel back for counter use 
and also serves as a storage cabinet on 
the dealer’s shelf. The 100 bulbs mounted 
with their identification numbers are dis- 
played by pulling out the tray part way. 


MANAGEMENT'S: 


ing 


LETTER 


papers, telephone exchanges, those under 
some guaranteed wage agreements have 
been broadened. 
Exemptions are narrowed for employes 
of airlines, fish canneries. 
New specific exemptions include taxi- 
cab employes, radio and television per- 
formers, outside buyers of poultry and 
dairy products, buttermilk workers, 
Smaller Western Union agencies, mutual 
irrigation ditch workers, employes of 
some forestry operations, 
Another important change: 
Under old law only employes could 
| bring suit to collect unpaid overtime 
wages, 
Now administrators can bring suit on 
behalf of employes—but only if they 
have employes’ written consent, 
About 1,500,000 employes will get 
Girect pay raises under new 75 cent mine 
imum. It becomes effective Jan. 24. 

Added direct payroll cost is estimated 
at 1 per cent of nation's total wage 
bill. 

Nation's total payroll—wages and 
Salaries—is about $135,000,000,000 
annually at present rate. 

For 56 page U. S. Chamber of Com- 
merce booklet explaining new regulations 

in simple, nonlegal language send us 15 
| cents. Address Nation's Business, Wash- 

ington 6, D. C. Ask for "What Does the 
Wage-Hour Act Mean?" 


| > PROPOSALS TO REGULATE fuel use may 
come in next.session of Congress. 

In talking stage are laws that would 
tell you whether you could heat your 
home—or your industrial processes—with 
coal, gas or oil. 

As an alternative to such regulation, 
there's discussion of subsidy steps to 
get more coal mined. 

Proposals arise among members, staff 
of National Security Resources Board, 
worried about coal's possible loss of 
market because of uncertainty of supply 

Railroads’ shift to diesel power is 
shown by fact that Class I roads have 
7,000 diesels in use, a 215 per cent 
rise in five years. 

Many industries, including utilitie 
that have been big coal users, are cc 
verting to oil or gas. 

Domestic space heating installatio 
continue trend toward gas, oil. 
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And NB circulation includes not only 4 
big business executives, but owners and andle 
managers of tens of thousands of firms ols 
not reached by any other general business vad 

magazine. The NB market and low cost g-in 
makes this medium an outstanding buy! .. . 
Nation’s Business ... Washington, income 
New York, Chicago, Detroit, Cleveland, ser, 1949 { 

San Francisco and Los Angeles. 
a 


atl 


Federal Power Commission has author- 
ized 25,000 miles of natural gas pipe- 
lines in past 10 years. 

Point worrying NSRB: Dependence of in- f 
dustry on oil may be becoming too great 
—in case of war. 

In that event production and military 
might be limited on oil use. | 

So NSRB discusses ways of keeping the 
nation's 2,000 year supply of coal flow- 
ing to market. 

There's talk of laws that would re- ) 
quire industry to use coal, or at least | 
a minimum amount of it, while homes used 
gas or oil for heating and cooking. | 


P OPPOSITION TO POINT Four develops 
among smaller oil operators, metals 
miners. 
Under Point Four U. S. companies 
would develop foreign natural re- 
Bources, with American government guare 
antees against some losses, 
Some oil producers, copper, lead, zinc 
and tungsten mine operators—most of 
them marginal—contend such development 
unfairly would increase competition in 
U. S. markets.~ 
Big companies would face same competi« 
tion, they add, but would profit either 
way, Since big companies would do the 
foreign developing. 


eee SO 1.998 
sent us 1522 


The offer was very modest violet...send 
15e for 56-page booklet on new Wage-Hour 
Act . . . six lines of typewriter facsimile in 
three pages of a Washington Letter, utterly 
undisplay, without whoopla or bong. 

But the Washington Letter appeared in 
Nation’s Business forDecember and by Jan. 
15, 1,998 readers ordered the booklet! 

If you sell anything business men want, 
or need, and expose your offering in Nation’ s 
Business, itis almost impossible to escape the 
interest of NB readers. More than 650,000 
subscribers pay $15 in advance for a 3-year 
subscription, because they like thismagazine. 


New Petry Gadget 
for Video Previews 
Simulates TV Set 


Cuicaco—Edward Petry & Co. 
last week introduced “simulated 
television,” its answer to the pro- 
blem of showing prospective time 
buyers what their show or TV 
commercials actually will look like 
on a television screen. 

Previously, the only ways to 
give clients an idea of what a show 
looked like when televised were to 
show a film on a small screen or 
arrange for a closed circuit pre- 
view at a station, when such a pre- 
view could be scheduled. 

The Petry organization, however, 
has designed what looks like a cus- 
tom-made television set, complete 
with screen, control knobs and a 
built-in speaker. 


s Prospects are seated in the com- 
pany’s viewing room and watch 
their show on the “TV screen.” Ac- 
tually, the “receiver” is not a set. 
In the adjoining room is a 16mm 
motion picture projector, which 
flashes its image on a mirror in the 
corner and then on the back of the 
“TV screen.” 

The equipment includes a splicer, 
16” turntable, microphone, slide 
projector and tape recorder, en- 
abling the company to simulate any 
type of video program or commer- 
cial, except live shows, of course. 
The microphone hookup permits ad 
lib interpolations by a Petry sales- 
man through the loud speaker. 

A similar installation in the 
Petry New York office is expected 
to be ready in March. Identical set- 
ups eventually will be installed in 
all eight offices. 


FPRA Committee to Meet 


The extension committee of the 
Financial Public Relations Asso- 
ciation will hold its annual meet- 
ing Feb. 18-19 at the Hotel Statler, 
Buffalo. The 29-member com- 
mittee will discuss 13 projects im- 
portant in bank public relations. 
From the findings of the committee 
the FPRA board of directors will 
determine what action should be 
taken and which subjects warrant 
further study. 


Joins Cunningham & Walsh 


Story F. Chappell, formerly pres- 
ident of Basket Advertising Inc., 
has been appointed an account ex- 
ecutive of Cunningham & Walsh, 
New York. He was in the copy 
department of Newell-Emmett be- 
fore it became incorporated under 
the name of Cunningham & Walsh. 


Ludman to Newman, Lynde 

Newman, Lynde & Associates, 
Miami, Fla., has been retained to 
handle the advertising of Ludman 
Corp., Miami, manufacturer of 


Auto-Lok aluminum windows and 
Romfh aluminum jalousies and 
glass jalousie windows. Trade pub- 


Pee 


lications will be used. 
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Employe Communications 


How to Win Friends Among Your Workers 
__BY ROBERT NEWCOMB and Marc SAMMONS. 


At school the following week, the 
youngsters were asked to write 
themes about their trip to Cater- 
pillar and to draw picture impres- 
sions of the new plant. When the 
assignments were completed, Cat- 
erpillar officials headed by Louis 
B. Neumiller, president, visited 
the schoolroom, chatted with the 
children and approvingly looked 
over their products. The junket 
was appropriately recognized on 
the Peoria grapevine, and the fel- 
lows in the cigar store and the 
housewives at the corner all 
thought it was a pretty swell thing 
to do, which it was. 


ws What management can properly 
do in this climate of mounting 


open the plant doors from time to 
time for special groups. Some 
months ago an employers’ group 
in Rochester, N. Y., played host 
to the local clergy; later on, se- 
lected manufacturers in Racine, 


]| Wis., did the same thing, in coop- 


eration with the manufacturers’ 
association there. One clergyman 
gently remarked that for a long 
time the unions had been supply- 
ing useful background material 
to the clergy for sermons, and that 
it was really a pleasure to see 
business management now ac- 
knowledging the existence of the 
same group. 

Newspaper editors in factory 
communities have often looked 
upon management as needlessly 
tight-lipped, and in most cases 
would probably welcome some 
fraternal gesture. There are other 
groups who could conceivably be 
responsive to a plant tour in- 
vitation. Over a cup of coffee in 
the cafeteria a local thought-lead- 
er might get a new, favorable slant 


Phila. Store Buys TV Show 


N. Snellenburg & Co., Philadel- 
phia department store, has pur- 
chased a one-hour, five-a-week, 
afternoon video show over Sta- 
tion WCAU-TV. “Snellenburg’s TV 
Jamboree” has a regular cast of 
entertainers, and also includes var- 
ious audience participation gim- 
micks. Women’s fashions and ma- 
jor appliances will be featured. 


Frohlich Appoints Dent 


V. Edward Dent, formerly man- 
aging editor of El Farmaceutico 
and Pharmacy International, pub- 
lications of McGraw-Hill Inter- 
national Corp., has been named 
account executive and office man- 
ager of L. W. Frohlich & Co., New 
York. Chester F. Porterfield has 
resigned as vice-president of the 
agency. 


Advances Mike Rachmil 


Mike A. Rachmil, production 
manager, has been named account 
executive of Schneider, Cardon 
Ltd., Montreal. Jacques Chouinard 
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Issues Book on Hosiery 


Fairchild Publications Inc., New 
York, has published a manual on 
the retail merchandising of wo- 
men’s hosiery, titled “Buying and 
Selling Hosiery,” by Irene Miller, 
fashion director in charge of mer- 
chandising and copy of Meyer- 
Both Co., New York. The 41-page 
book analyzes the basic procedure 
for setting up and operating a ho- 
siery department in a retail store. 
Copies are available at $1.75 each. 


Brooke Corp. Names Kastor 


Brooke Corp., Chicago, maker of 
the Brooke Changemaker, has ap- 
pointed H. W. Kastor & Sons Ad- 
vertising Co., Chicago, to handle 
its advertising. Time and business 
papers will be used. 
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4 
e@ DURING the question-and-an- 
swer period at a management con- 
ference on employe relations re- 
cently, the subject of open house 
programs for employes and their 
families was introduced. 

One interrogator wanted to know 
how often these shindigs should 
be held. The panel member replied 

= that probably once every four or 
; five years was sufficient. He added 
4 that you can overdo these things. 
@ From management’s point of 
p de. view, the answer may have been 
chan. right. What makes it a trifle dif- 
ruse ficult to swallow, however, is that, 
et on in countless arenas of industrial 
unted conflict around the country, local 
e dis. unions that very weekend were 
bat conducting open houses of their 
—— own, complete with bingo, free 
hot dogs and beer, and no speeches. 
; s If management is to extend the 
ceremonial handshake only once 
in a blue moon, then it should be 
very sure that it make as deep 
Co. and lasting an impression as pos- 
lated J sible. 
pro- The plant open house is built 
time upon the principle of creating a 
TV better appreciation of the company 
like § on the part of the employe or the 
community, or both. On even the 
: to most modest scale, an open house 
thow costs a few stacks of chips. If the 
re to investment is to pay off, then the 
. sponsor should look to the long 
es range rather than just to the im- 
ies mediate benefits. 
wee \ When Caterpillar Tractor Co., 
ous Peoria, Ill., held an open house 
some months ago in order to un- 
olete : “ 
de wrap its new diesel plant, hun- 
dreds of school children attended. 
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1) KEY TO PROFITS 
the In the years just ahead sales- 
cted men will again be the most 
set- important men in your organi- 
d in zation — if they are properly 
trained. 
Make sure that they are. De- 
fine their jobs, train them to 
the handle their work and time 
sso- most effectively. 
eet- This book will help you. It 
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will bound guide you will find 
be essential. 
‘ant 
ORDER YOUR COPY TODAY—$2. 
ADVERTISING PUBLICATIONS, INC. 
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has been appointed to succeed Mr. 
Rachmil as production manager. 


Artist Fred Freeman tells the truth 
about REILLYTYPES! 


This fine Fred Freeman drawing is the 

sort of art that really puts a duplicate magazine 
plate to the test. The dot structure depth of the 
engraving must be faithfully retained in all its 
subtle tonal values—so the molding medium 
used is a crucial factor in determining the quality 
of the duplicate. REILLYTYPES are molded 
exclusively in Vinylite. 


antagonisms toward it is to pull|on local industry. 


Four duplicate plates, molded in four 
different mediums from the same original, 
were recently subjected to scientific depth 
measurements by a world famous university 
research laboratory. The electronic microscope 
found Vinylite superior to all other three 
mediums in general use today. Yes, Vinylite 
proved superior to all three, including lead! 
No other medium penetrates like Vinylite. 


Shadow dot depth is all-important, 
particularly in four color work. The smooth 
printing of colors depends on full shadow 
depth. Every original we receive is first 
inspected —and the full depth of all dots is 
retained in the remLLytyPe. In fact, a 
REILLYTYPE is the only duplicate plate that 
meets the dot depth requirements set up by 
leading magazine publishers! And our process 
is mechanically perfect, so that we can 
guarantee soft edges and delicate vignettes. 


Illustration from advertisement 
prepared by Benton & Bowles, Inc. 


The truth is that a remtytype actually out-originals a duplicate-original! Duplicate 
engravings cannot possibly be identical—but a reILLyTyYPE is an identical duplicate of the 
original. A REILLYTYPE costs 60% to 75% less than a duplicate original in full color work, 
and saves almost two weeks production time! 


| Reilly ELECTROTYPE COMPANY 


NEW YORK 


dent Electrotype Co., Indianapolis, Ind. « American Electrotype Division, San Francisco, Calif. + Lake Shore Electrotype Co., Chicago, III. 
Michigan Electrotype & Stereotype Co., Detroit, Mich. * Reilly Plostictype Division, Los Angeles, Calif. 
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Media Are Letting 
Down the Bars, Dana 
Jones’ Report Warns 


Los ANGELES—In his annual re- 
port as outgoing president of the 
Los Angeles Better Business Bu- 
reau, Dana Jones, of the Dana 
Jones Co., charged that media are 
letting down the bars of the “Truth 
in Advertising Code.” 

Specifically, he cited the in- 
creased use of such phrases as 
“prices like wholesale” and the 
word “free,’”’ when such “free” ar- 
ticles only can be obtained by pur- 
chasing something else. Several ra- 
dio stores and vacuum cleaner 


selling organizations were men- 
tioned as the chief offenders. 

In addition, Mr. Jones asserted 
that “there has been a lot of air- 
line advertising this year which 
should not be believed. False claims 
have appeared regarding rates, re- 
garding competitive rates and re- 
garding accommodations...It is 
becoming increasingly apparent 
that an advertising code should be 
established with the travel indus- 
try.” 


Dearing Closes PR Office 


Albin Dearing, New York public 
relations counselor, has closed his 
offices and will devote full time 
to his dairy and grain farm in 


Maryland. 


8x10 genuine glossy photos 


Ee 


FOR ALL PURPOSES 


Shorp, clear, crisp! Prompt Delivery’ 


“SE MATIC C0. 


PHOTO- 


Ph: WH itehall 4-2930 
53-59 E. Ilinois St. 
Chicago 11, Illinois 
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Burpee Introduces New Fryer 


Burpee Can Sealer Co., Barring- 
ton, Ill., manufacturer of home 
can sealers and pressure cook- 
ware, has announced a new auto- 
matic electric French fryer, to be 
called Wonder French fryer. Trade 
publications, magazines, newspa- 
pers and television will be used to 
introduce the new product. J. M. 
Hickerson Inc., Chicago, is the 
agency. 


Robert Guthrie to BofA 


Robert D. Guthrie, formerly 
sales promotion director of WNEW, 
has been named retail service man- 
ager of the Bureau of Advertising, 
American Newspaper Publishers 
Association. Mr. Guthrie assumes 
duties previously held by Karl F. 
Moore, who has become director of 
the bureau’s retail advertising 
work upon the resignation of John 
W. Giesen. 


Jaqua Elected to Four A's 


Jaqua Co., Grand Rapids, has 
been elected to membership in the 
American Association of Advertis- 
ing Agencies. 


CHICAGO 
230 N. MICHIGAN AVE. 


THE 


WARREN TRIBUNE-CHRONICLE 


WARREN, OHIO 


announces... 


THE APPOINTMENT OF THE 


JOHN W. CULLEN COMPANY 


as their national advertising representative 


and its membership in the 
OHIO SELECT LIST 


EFFECTIVE FEBRUARY 1, 1950 


JOHN W. CULLEN COMPANY 


1319 Terminal Tower, Cleveland, Ohio 


NEW YORK 
630 FIFTH AVE. 


CINCINNATI 
617 VINE STREET 
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The Eye and Ear Department 


tion. 


stances, the much better heeled. 


once was. 


The Wall Street Journal recently ran a column on the troubles 
besetting FM—which, the always thorough Journal explained, 
means frequency modulation, as opposed to amplitude modula- 


FM is having ‘its trouble, said the Wall Street Journal, because 
the general public is more or less tone deaf, and can’t appreciate 
the finer reception it gets through FM reception. Also, said the 
Journal, AM sets have been vastly improved, so that the problem 
of static is not so important as it might have been. 

Probably this column should not attempt to compete with so 
dignified and solid a publication as the Wall Street Journal, but 
it can’t help feeling that FM might have made more of itself if 
it had continued in the mold it had, originally, forced upon it— 
the provision of programs, perhaps not quite so popular as AM 
programs, but far and away better. 

There was a time when one could tune in on the FM wave- 
lengths as an escape from the tripe dished out on the AM wave- 
lengths. One could tune in background music—instead of soap 
operas or Jack Benny. Now undoubtedly, the majority of the 
people in this country have no desire whatsoever to escape soap 
operas or even Jack Benny. But there are such people—and, by 
and large, they are the more discriminating and, in some in- 


Now, however, there is no escape—or certainly not as much 
as there once was. The FM wavelengths are crowded with as 
much tripe as the AM wavelengths. So why change? As the 
Journal pointed out, the problem of static is not so vital as it 


This, it seems to this reviewer, has much more to do with the 
troubles besetting FM than anything the Journal pointed out in 
its column on the subject. After all, WQXR made its own way. 
So why not FM—in the same pattern? 


Budget Uniform to Fellman 


Leonard F. Fellman & Associ- 
ates, Philadelphia, has been named 
to handle the advertising of Budg- 
et Uniform Center, Philadelphia, 
manufacturer of professional uni- 
forms and jackets. Trade publi- 
cations and fashion magazines will 
be used. Copy also will appear in 
the New York Times Magazine. N. 
W. Ayer & Son formerly handled 
the account. 


James Motors Names Babcock 


Keith Babcock Advertising 
Agency, San Francisco, has been 
appointed to direct the account of 
James Motors -Inc., northern Cali- 
fornia Nash sales, service and 
parts company. 


Names Sutherland-Abbott 


Sutherland-Abbott, Boston, has 
been retained to handle the ad- 
vertising of Schlotterbeck & Foss 
Co., Portland, Me., maker of Foss 
vanilla and other extracts and 
flavorings. 


Film Research Issues Guide 


Film Research Associates, New 
York, has issued Staff Bulletin 
No. 11, “Guide to Motion Pictures, 
Slidefilms and Recordings for Im- 
proving Salesmanship.” This is the 
second in a series of aids in sales 
training and promotion. The guide 
is being sent, without charge, to 
service members of FRA and is 
available to non-members at $1 
a copy. 


Underwood Heads Petri Sales 


Frank M. Underwood has been 
appointed vice-president in charge 
of sales of Petri Wine Co., San 
Francisco. This is the first time 
anyone outside the family has been 
promoted to this executive status. 


To Kal, Ehrlich & Merrick 


Campaign for the 26th Annual 
Flower Show in Washington will 
be handied by Kal, Ehrlich & Mer- 
rick, Washington. Robert F. Keefe 
has just been addéd to the agency’s 
staff as an account executive. 


is there a 
housewares 
buyer 

in the stadium? 


Mass audiences are swell for football games. But for selling a specific product, 
you need an audience that’s ready to buy that specific product. When you 
advertise in the Haire Specialized Merchandising Publication of your field, 
you're assured of finding your own buyers. Key men and women in every 
merchandising field consistently buy and read the Haire Specialized Publica- 
tion that reports the trends and developments in each field. 


the BEPAWE CG BEE Specialized Merchandising Publications 


HOUSE FURNISHING REVIEW * HOME F 
CROCKERY AND GLASS JOURNAL * LINENS AND DOMESTICS * CORSFT 
AND UNDERWEAR REVIEW © INFANTS’ @ CHILOREN’S REVIEW * 
HANDBAGS AND FASHION ACCESSORIES * LUGGAGE & LEATHER 
GOODS * NOTION @ NOVELTY REVIEW * COSMETICS & TOILETRIES 


HAIRE PUBLISHING COMPANY + 1170 BROADWAY + NEW YORK 1, NEW YORK 
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German Companies 
Advertise in U.S. 


New YorK—A series of full- 
page advertisements in leading 
American business papers is be- 
ing placed here for German man- 
ufacturers by Admiral Advertis- 
ing Agency. The accounts are 
served through the agency’s asso- 
ciate offices in Germany. 

The first of six full-page, b&w 
ads for Gebr. Claas of Harsewinkel, 
Westphalia, manufacturer of heavy 


combines, balers, etc., appeared in 
the December issue of Farm Im- 
plement News. The second ad in 
the series is scheduled to run in 
March and the others monthly 
thereafter. 


s Full pages in two colors are 
scheduled by Goebel A. G. of 
Darmstadt, maker of paper and 
cardboard packing machinery and 
of offset and copper-plate print- 
ing presses, in Paper Trade Jour- 
nal, Printing and TAPPI Maga- 
zine (published by the Technical 
Association of the Pulp and Paper 
Industry, New York). Additional 
advertising is planned by Goebel. 

In most instances, Albert R. 
Laui of the Admiral agency told 
AA, copy and art work are sent 
to New York complete and the 
plates are made here. In a few 
cases, however, the translation has 
been done in the U. S. 

Advertising programs are be- 

ing prepared in Germany, Mr. Laui 
said, for a German piano manu- 
facturer, for a manufacturer of 
fire fighting equipment and for 
the Leipzig toy fair. American toy 
papers, he said, so far have re- 
fused to accept advertising for the 
German toy fair. 
Several group advertising cam- 
paigns by German industrial com- 
panies are also in preparation and 
will be placed in American busi- 
ness and industrial papers later 
this year. 


a “Some of our Marshall Plan 
dollars allocated to Western Ger- 
many to aid in the recovery of 
that country’s industry are now 
coming home to roost,” Vincent 
Rossini, president of Admiral, 
pointed out. 

“The release of dollars by the 
West German government to fi- 
nance these advertising cam- 
paigns,” he added, “represents a 
major capital investment on which 
West Germany expects a substan- 
tial return. 

“Only first-class German com- 
panies with high standing in their 
respective fields, and preferably 
with prewar experience in the 
American market, are being con- 
sidered for dollar allocations by 
the West German government.” 


Remington Rand Introduces 
New Model Plastiphoter 


Remington Rand Inc., Bridge- 
port, Conn., has introduced its 
Model 515 Plastiphoter, a new and 
larger photo-offset plate making 
device which makes possible the 
processing of photographic plasti- 
plates in any office by employes 
who have no special training. 

The Plastiphoter requires only 
5% sq. ft. of floor space, and will 
handle plates up to 20% x 15%” for 
use on the Multilith (Standard) 
No. 2066 and the ATF Webendorfer 
“Little Chief” offset printing ma- 
chines. 


Hotz Named to P. R. Post 


Robert B. Hotz, formerly with 
McGraw-Hill Publishing Co. as 
hews editor of Aviation Week, has 
nN appointed public relations 
manager of Pratt & Whitney Air- 
craft division of United Aircraft 
Corp., East Hartford, Conn. 


Becomes Small & Gautreaux 

Brooke, Small & Gautreaux, Oak- 
land, Cal., agency, has changed its 
name to Small & Gautreaux, Ad- 


agricultural equipment, such as 


Vertising. Offices remain at 1615 


Broadway. 


ae Sais aye ae 


MEREDITH ENTERTAINS—At a Better Homes & Gardens luncheon during the winter 
furniture market in Chicago are (left to right) Norman Duthy, furniture buyer, Fair 
Store, Chicago; Larry Hagaman, advertising director, Magnavox Co., Fort Wayne; 
Hazel Collbeck, assistant to Vice-President A. G. Sholte of Maxon Inc.; Joe Eves, 
Meredith Publishing Co.’s western manager; and Ray Phelps, Earle Ludgin & Co. 


Wigder Mfg. Starts Drive 


Wigder Mfg. Co., Newark, maker 
of manicuring supplies, launches a 
magazine campaign this month in 
Life and The Saturday Evening 
Post. Insertions will run twice a 
month, providing for an ad each 
week, Ads will also run in Good 
Housekeeping, starting next month. 
Reiss Advertising, New York, has 
the account. 


Larson Is WPIX V. P. 


G. Bennett Larson, who was 
named manager of WPIX, New 
York on Jan. 5, was given a new 
title—general manager and vice- 
president—when he took over his 
duties at the Daily News TV sta- 
tion last week. Before being named 
to head WPIX, he was vice-presi- 
dent for TV at WCAU-TV, Phila- 
delphia. 


Heads Financial Ad Group 

John J. Lawlor, head of the ad- 
vertising department of National 
City Bank, has been elected presi- 
dent of the New York Financial 
Advertisers. He succeeds Louis W. 
ere vice-president of Doremus 

0. 


Airs New Drama Series 

Shulton Inc., maker of Old Spice 
shaving products, is sponsoring a 
new drama series, “High Adven- 
ture,” on the NBC network (ef- 
fective Jan. 29) Sundays, 4:30- 
5 p.m., EST. 
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Forest Joins Graybar 


E. F. Forest, formerly supervisor 
of personnel, advertising and pub- 
lic relations of Allis-Chalmers Mfg. 
Co., Norwood, O., has been ap- 
pointed appliance promotion man- 
ager of Graybar Electric Co., Cin- 
cinnati. 


Little Duchess to Graff 

Harry Graff Advertising, New 
York, has been appointed to han- 
dle the account of Little Duchess 
Inc., children’s wear manufacturer. 
Trade and consumer publications 
and direct mail will be used. 


~ LAKE SHORE 


-ELECTROTYPE co. 


ate See 


DOUBLE EXPOSURE DOES IT... 


and to sell industry you must expose your product to both middle management to recommend it and top 


executives to approve the purchase. Only Modern Industry with its 55,000 readers representing a cross- 


section of industrial management gives this effective industrial coverage. 


Modern 


PUBLISHED 


: EN z 


a 


Total distribution over 


BY MAGAZINES OF INDUSTRY INC. 


Spor et ines 


55,000 


Shp 


Industry 


copies per month. 


$47 MADISON AVENUE, NEW YORK 17, WN. ¥. 
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Direct Mail Costs 
Shown to Be Low 
by Penn Mutual 


PHILADELPHIA—Every dollar an 
insurance agent invests in direct 
mail brings him $25 in commis- 
sions, according to a study made 
by Penn Mutual Life Insurance 
Co. 

A two-year study of nearly 1,- 
000,000 pieces of its own and its 
dealers’ direct mail pieces brought 
out the figure on results. In 1948, 
434,000 pieces resulted in $216,000 
in commissions to agents. Their 
share of the cost was only $8,660. 

Penn Mutual creates most of its 
letters, and agents bear about 40% 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
Newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., N. Y., serving America’s leading 

advertisers for over a decade. 
NOTE: We now have facts compiled by the 
Research Co. of America on brand 
eferences of Negroes from coast to coast, 
only study of its kind ever made, Write now 

for this free information, 


of mailing costs. 

The insurance company uses an 
“electrical salesman” chart to en- 
courage greater participation in di- 
rect mail activity. 

Karl L. Gauck, director of re- 
search, Geare-Marston Inc., agen- 
cy for Penn Mutual, designed the 
electrical chart to tell the effective- 
ness of direct mail. Since the com- 
pany started showing it in 1948, 
use of direct mail by agents has 
increased greatly—up one-third the 
first year and up another fifth the 
second year. 


Popsicle Lines Up Stars 
for Summer TV Series 

Joe Loew Corp., New York, has 
booked an all-star lineup for a 
10-week summer series of 15- 
minute programs over all avail- 
able CBS-TV stations. Popsicle, 
Creamsicle, Fudgsicle and ice 
cream on a stick will be adver- 
tised on the show starting in mid- 
May. Blaine-Thompson Co. is the 
agency. 

Among the performers signed, 
each to be seen on a single tele- 
cast, are Arthur Godfrey, Groucho 
Marx and Milton Berle. Last sum- 
mer Popsicle was one of the spon- 
sors of “Lucky Pup” on CBS. 


Appoints Philip Merryman 

Philip Merryman, formerly man- 
ager of the planning and develop- 
ment division of National Broad- 
casting Co., has been appointed 
to succeed Bill Elliott as president 
and general manager of Bridge- 
port Broadcasting Co., owner and 
operator of Station WLIZ, Bridge- 
port, Conn. Mr. Elliott will remain 
with WLIZ, devoting full time to 
“the program work he loves,” ac- 
cording to a statement by Mr. 
Merryman. 


FARMERS 


Yes, you can safely "OK" the idea that FARM WEALTH 
means BUYING ABILITY. And .. . in St. Joseph's 18-County 
Trade Area, exclusive of the city, 80°/, of the bank deposits are 
estimated to be FROM THE FARMER. 


And ... in this same area bank deposits have jumped up 


OVER FOUR TIMES since 1940. 


Coverage of this prosperous Farm Area is yours through the 
St. Joseph News-Press and Gazette. 


OVER 90,000 DAILY (M&E) 


OVER 50,000 SUNDAY 


OVER 88% HOME DELIVERED 


(EVENING ANO SUNDAY) 


(MORNING) 


ST. JOSEPH NEWS-PRESS 


St. Joseph Gazette 
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The Creative Mans Corner 


The Corner, this week, is going to be a little more philo- 
sophical than it usually is. It will dwell a little more on life 
and a little less on advertising—although it will find its way 
into the former through the means of the latter. 

As a matter of fact, it is somewhat difficult not to dwell on 
life, these days, when one reads the advertisements published 
in general periodicals—for life, with a capital L, is pushed 
right into his face, particularly in the advertising of histor- 
ical novels—such as the ad for “Gypsy Sixpence” and “The 
Wrath and the Wind,” which appeared in a recent issue of 
the Chicago Tribune book review section. 

But the emphasis on Life, with a capital L, is not strictly 
confined to the advertising of historical novels. It raises its 
ugly head—ugly?—in ads for all kinds and types of products. 
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No movie ad, for example, could possibly be done, these days, 
without the benefit of a little air-brush retouching. And 
even an ad for so prosaic a product as a typewriter leans 
heavily on illustrations of stenographers with big eyes. 

Is this an indication of the insecurity of our times? Is it 
an unconscious realization of the growing lack of arable land 
—and the urge of most people to be properly fed? Or is it 
related to the fact that we are an adolescent country, torn 
between the necessity of maturing and accepting adult re- 
sponsibilities and clinging to one’s mother’s—er—apron 
strings? 

This tendency, The Corner in all honesty must admit, is 
not confined solely to the advertising pages. It can be seen, 
also, in the editorial pages of both magazines and newspapers. 
It is a most interesting development, if The Corner may use 
that word, but one that leads to a certain monotony. And, in 
using this word, The Corner is aware that mono means one 
and not two. Nevertheless, it does lead to monotony—except, 
perhaps, among people with one track minds. 

Remember the days when a woman’s ankle, indecently 
exposed, made the front page? Wonder where we'll be in the 
year 2,000? 
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5,529,206 Tons of 
Newsprint Used in 
1949, ANPA Says 


New York—American Newspa. 


Adverti 


Sell 
and 


per Publishers Association hal CHICA 


placed the total estimated news. 
print consumption in this coun 
for last year at 5,529,206 tons. 

The estimated figure includes 
all kinds of uses, such as for comic 
books, shopping newspapers, ang 
commercial printing of circular 
and house organs. 

Last year’s total tonnage repre. 
sents the largest consumption of 
newsprint on record. 

During 1949 daily newspaper 
reporting to the association useg 
4,257,489 tons, an increase of 6.2% 
over 1948, and an. increase of 
19.4% over 1947. 

The total estimated newsprint 
used during December was set at 
483,762 tons. Daily newspapers 
took 372,497 tons last month, com. 
pared with 363,698 tons in Decem- 


ber, 1948, and 322,136 tons in 
December, 1947. This is an in. 
crease in December, 1949, over 
December, 1948, of 2.4% and a 
gain over December, 1947, of 
15.6%. 


At the end of December, stocks 
of newsprint on hand and in tran- 
sit represented 37 days’ supply 
for the average of all daily papers 
reporting to the ANPA. The same 
supply was reported for the end 
of November, 1949. Compared with 
the supply at the end of December, 
1948, it is a drop of two days’ 
stock. 


Gruen Maps 1950 Ad Drive; 
Saroff, Annau Appointed 


Gruen Watch Co., Cincinnati, 
has announced that during 1950 it 
will concentrate on television and 
magazine advertising. A series of 
14 full-page ads has been sched- 
uled for Life, Look, The Saturday 
Evening Post and others. Twenty- 
five television films will be used 
in the promotion. Dealer help 
material will supplement the con- 
sumer program. The films will be 
available to dealers’ telecasts or 
for advertising in neighborhood 
movie theaters. 

Leon Saroff has been named 
Pacific Coast publicity manager 
and manager of the Los Angeles 
office of Gruen Watch Co. Peter 
Annau, formerly in the advertising 
department of Frigidaire, has 
joined Gruen’s advertising depart- 
ment in Cincinnati. 


Picks Shepard & Edwards 


Frances Perry Inc., New York 
manufacturer of women’s blouses, 
has appointed Shepard & Ed- 
wards, New York, for advertising 
in fashion magazines. 


Kencliffe, Breslich Moves 


Kencliffe, Breslich & Co., Chi- 
cago, is moving from 210 E. Ohio 
-alagd 221 N. LaSalle St., effective 

eb. 1. 


national groups, employment characteristics and 


in its diversity. =" 


jae . TEST MARKET 


For the facts on this important test 
market write, Gen’l Adv. Department, 


Ss }. 2 
GREEN BAY PRESS-GAZETTE 


GREEN BAY'S population is typical of the nation’s — in 
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Sell Market Data and Merchandising 
and Go To Town: Arthur Porter 


healthy relations with the local 
trade. 

“And there’s another competitive 
advantage you’ve got. That is the 
modern Sunday newspaper ...On 
Sunday morning there is one ter- 
rific, unanimous agreement—a 
landslide of media selection—just 
about every single family in the 
U.S. reaches for the Sunday news- 
paper...Here is one place where 
any major advertiser—who has a 
king-size bankroll—can put his 
finger on almost all of the people 
who are potential buyers for his 
product at the same time.” 


Cuicaco—The great selling needs 
of newspapers are for market in- 
formation that can be related di- 
rectly to an advertiser’s sales prob- 
jem, and for more effective mer- 
chandising operations which can 
similarly be related directly to sell- 
ing, Arthur A. Porter, manager of 


NAEA Meeting 


publication media for Leo Burnett 
Co., told the Newspaper Advertis- 
ing Executives Association at its 
annual conference here Monday. 

“The facts are,” he said, “that 
today there are 1,410 cities in 
America where daily newspapers 
are published. And in only 130 of 
these cities is more than one pub- 
lishing company doing business. 
Because of these facts, our job to- 
day is not one of selecting news- 
papers—it’s a job of selecting mar- 
kets... The real truth is that your 
competition lies without rather 
than within the newspaper bus- 
iness.”” 


@ Turning to the subject of mer- 
chandising, Mr. Porter advanced a 
new concept of newspaper mer- 
chandising operations. 

“In our agency,” he said, “we 
believe that advertising is some- 
thing that creates a disturbance in 
a market. Advertising is the re- 
lease of a message that moves peo- 
ple toward a product. 

“We define merchandising as a 
related activity that helps translate 
that disturbance into sales. In other 
words, merchandising moves goods 
toward people. 

“And we recognize that it is 
harder and more costly today both 
to move people toward goods and 
goods toward people. The average 
American consumer is having 2% 
times as many advertising mes- 
sages of all kinds thrown at him, 
through the ear and on the printed 
page, as was the case ten years 
S60 ..> 

“Good advertising and good 
merchandising, with the right tim- 
ing, can make a disturbance that’s 
a double-header. When we think 
about competitive advantages, I 
wonder if our list should not be 
headed with this one big point— 
that it’s easier and more natural 
for you to help us achieve local 
strength than it is for magazines 
or radio or billboards or television 
or anything else.” 

Advertisers know newspapers 
can help get tie-in advertising, in- 
fluence distribution, get better 
stock position, ete. Mr. Porter 
said, and they know these things 
pay off. . 


a “There are few national adver- 
tisers who can afford to study 
every individual market in the U. 
S. to see what potential it holds 
for a product,” Mr. Porter contin- 
ued. “Therefore we are vitally in- 
terested in the information that 
you can give us about the potential 
in your market for our product.” 

Mr. Porter praised the material 
developed in the Continuing Study 
of Newspaper Reading, the work 
of the Bureau of Advertising, store 
audits, consumer analyses and sim- 
ilar activities, and made it clear 
that the market information he 
wanted is that which can be re- 
lated specifically to a particular 
merchandising situation. 

“National advertising revenue in 
newspapers in 1949 will probably 
be the highest in history,” he said, 
“probably higher than magazines 
or radio. 


s “But you can do still better, if 
you will concentrate on selling 
your competitive advantages. 
You’ve got a lot of them: 

“The first is that with the most 
local of all media you can perform 
the most truly national function 
...You can reach almost every- 
body. 
“For $84,000 an advertiser can 
buy a 500-line ad and get 52,000,- 
000 circulation—get his ad in every 
daily newspaper in America. 

“You’ve got timeliness to sell. 

“The words ‘here’ and ‘now’ are 
important words, in the advertis- 
ing vocabulary. You can send an 
ad to your audience wrapped up in 
a personal, intimate ‘here’ and 
‘now’ association with your read- 
er, 


ws “Suppose you all decided to give 
this idea a whirl,” he said. “Sup- 
pose, when you drew up the bud- 
get for the national department 
you set aside a fairly important 
percentage for this idea. Suppose 
you cut down the budget that pro- 
vides lunches for space buyers and 
you bought yourself a creative 
idea man—a fellow who would 
work eight hours a day dreaming 
up bright new merchandising ideas 
to use with retailers for your na- 
tional clients. 

“Suppose you had a senior man 
do nothing but develop the kind 


# “You can give an advertiserjof information the national ad- 


Saturation coverage of nearly any 
market that interests him. You can 
» sell him impact at relatively low 
cost. You offer flexibility because 
of short deadlines. 

“And in my opinion you have 
more potential power than any 
other advertising medium to help 
an advertiser create and maintain 


vertiser wants and kept him busy 
developing local tie-in advertising 
and special displays for your na- 
tional advertising customers... 

“I think you’d knock agency 
people right out of their chairs, 
and I think your cash register 
would ring oftener.” 

If this kind of operation were 
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-FATHER’S DAY 


a 


for 0 Sete World Tomorrow 
Teach Democracy loday! 


RUMEMOER FATHER, MOULDER OF OUR CHRDREN'S FUTURE 


COME JUNE—The Father’s Day Council 

has its official poster all ready for Fa- 

ther’s Day next June 18. Four-color repro- 

ductions are available in many sizes at 
cost from the council. 


common, he said, “you could then 
make some requests of us. 

“You could ask us to wrap up 
an entire schedule with one order. 
You could force us into the right 
kind of consistent continuity. And 
if ever you decided to strengthen 
your position with a sliding scale 
of space rates, you could force us 
into the same kind of continuity 
habits the radio industry has— 
habits that would be good for our 
clients and profitable for you.” 

“Somebody recently said that 
America’s destiny is in the hands 
of its salesmen,” Mr. Porter con- 
cluded. “It seems to me that maybe 
America’s destiny is in the hands 
of its advertising salesmen,” 


KVER Wins Mutual 
Top Affiliate Prize 


New YorK—Top honors in Mu- 
tual’s inter-affiliate promotion con- 
test have gone to KVER, a 250-watt 
station in Albuquerque. For doing 
an outstanding job of building 
listenership for the network’s daily 
block of kid programs, William T. 
Kemp, general manager of the sta- 
tion, will receive the “President’s 
Cup” from MBS President Frank 
White, and a Crosley automobile. 

Winners, in order, in various 
classifications, were: Class I (sta- 
tions in cities over 100,000)—Wil- 
liam Schweitzer, WEBR, Buffalo; 
Ron Tuten, WJHP, Jacksonville; 
Joe Baker, KBON, Omaha; Vivian 
Blanken, WFEL, Denver; Herb 
Sonnenberg, KHJ, Los Angeles. 

Class II (cities of 25,000 to 100,- 
000)—William Kemp, KVER; W. 
Porson, WHBV, Appleton, Wis.; C. 
Lowell Smith, KFXM, San Ber- 
nardino, Cal.; Lynn Fairbanks, 
KFIZ, Fond du Lac, Wis., and Jane 
Hundley, WWOD, Lynchburg, Va. 

Class III (under 25,000)—Ed 
Breen, KFVD, Fort Dodge, Ia.; Dan 
Corrigan, KCOK, Tulare, Cal.; 
Bert Wick, KDLR, Devil’s Lake, 
N. D.; Louis Wrather, WENK, Un- 
ion City, Tenn., and Bob Bingham, 
WCNC, Elizabeth City, N. C. 


@ In addition, 22 other stations 
were cited for special promotion 
campaigns of various types. All 37 
received prizes—Crosley cars, TV 
sets, cameras, typewriters, etc.— 


51 


from the network’s advertising and 
promotion department. 

The 15 winning presentations 
covering campaigns for the “kid’s 
block” included: 19,253 lines of 
newspaper ads; 3,111 lines of pub- 
licity; 5,986 spot announcements; 
1,827,000 persons saw movie trail- 
ers; 5,436 grocer announcements; 
6,160 postcards to grocers; 2,144 
streamers; 189 displays; 1,000 car 
cards; 40 tie-ins with youth and 
educational groups; 14 theater par- 
ties with 7,600 attending; two 
events with a total gate of 200,000; 
25 special programs; 15,000 prem- 
iums, and 35,000 pictures. 


Carton Contest Judges Named 


The 1950 Carton Competition, 
sponsored by the Folding Paper 
Box Association of America, has 
named the following as judges of 
the competition: Morton Goldsholl, 
president of the Society of Typo- 
graphic Arts; O. T. Sands, pack- 
aging department of Sears, Roe- 
buck & Co.; F. W. Boulton, art 
director of J. Walter Thompson 
Co., and Neil McCash, packaging 
division of Kroger Co. 


To White, Berk & Barnes 


Aquarium Stock Co. has placed 
its advertising with White, Berk 
& Barnes, New York. Radio, mag- 
— and newspapers will be 
used. 


Gardner Names Richardson 

Gardner Board & Carton Co., 
Middletown, O., has appointed Ro- 
land W. Richardson to develop and 
direct its sales promotion and ad- 
vertising. 


For Second 


Year 


For the second straight year The Miami 
Herald real estate section was judged best 
in the nation for cities between 100,000 and 
500,000, and was chosen the outstanding 
newspaper in Florida by the Florida Press 
Association . . . demonstrating once again 


Miami Herald 
Real Estate 
Section Judged 


Best in Nation 


The Miami Herald’s continued leadership 


in the field of news coverage. 


Consistently, too, The Miami Herald has 
increased its margin of leadership in 


JOUN S. KNIGHT, Publisher 

STORY, BROOKS & FINLEY, National Reps. 
A. S. GRANT, Atianta 

Affiliated Stations -- WQAM, WQAM-FM 


circulation and lineage. Consistently The 
Miami Herald has broadened its influence 
throughout all of Florida. And consistently 
The Miami Herald gets results in the Gold 
Coast area -- one of the nation’s great 
year-round markets. 
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-Votce of the Adverliser — 


This department is a reader’s forum. Letters are welcome. 


NBC States Case Against 
TV Admission Charges 

To the Editor: I have read with 
interest your very thoughtful edi- 
torial, “Why Not Charge Admission 
to TV Shows,” which appeared in 
ADVERTISING AGE Jan. 16. This is a 
subject which we have had under 
consideration for many years. We 
have carefully weighed the pros 
and cons and I must concede there 
is much to be said for those who 
would impose a charge on tele- 
vision audiences. 

However, for the present and as 
a matter of normal procedure there 
will be no studio charge at NBC 
for a variety of reasons, the most 
significant of which is that we feel 
television programs are still in a 
process of evolution. Month by 
month, and indeed week by week, 
we feel that television programs 


are getting better—better for the 
home viewer and better from the 
standpoint of artistic production. 
The producers of television 
shows, with their own minds’ eye 
focused on the home viewer and 
his psychological reactions, are 
now capturing more of the illusive 
elements which are making tele- 
vision a most potent force in the 
field of entertainment and adver- 
tising. They are not required to 
live in a schizophrenic atmosphere 
catering to the visible as well as 
the invisible audience, and hence 
are able to make more rapid strides 
in the perfection of the medium. 
To be sure, the members of the 
studio audience are regarded as 
our honored guests, but most pro- 
ducers look upon them more as a 
part of the show, not as the ulti- 
mate viewer of the production. 


TRADITIONS OF 


JAMES MENEILL WHISTLER  ( 


ENGRAVING 


1834 
1903 


... sensitivity 


Whistler, born of Irish- Ameri- 
can parents, was profoundly in- 
fluenced by his early art studies 
in Paris, and by the budding 
theories of the French Impres- 
sionists with whom he came 
in contact at that time. Yet the 
subtleties of his style, which 
utilized the etched copper plate 
as its most expressive medium, 
were completely individual to 
him. His sensitivity to the 
nuances of color and light is 
reflected in the great delicacy 
of his etchings, and is well 
demonstrated in the detail illus- 
trated from Speke Hall, No. 3, 
owned by the Art Institute of 
Chicago. His etchings are 
among theclassics ofnineteenth 


eentury print making. 


The subleties of modern art demand the most sen- 


sitive photoengraving interpretation for successful 
reproduction. The color division at Jahn and Olllier 
blends both understanding and fine craftsmanship 
in the successful production of the very finest color 
plates. Long experience and the very highest photo- 
engraving standards —Jahn and Olllier’s outstanding 


assets —guarantee process plates that will print truly 


and brilliantly under today’s 
printing methods. 


JAHN & OLLIER §&Q 


COMPANY 


ENGRAVING 


modern high speed 


caves 


817 West Washington Blivd., Chicago 7, Illinois 


Chicago's largest fine photoengraving plant 


They are in effect bystanders 
whose laughter and applause serve 
as an inspiration, particularly in 
comedy and variety shows, but as 
such are functioning merely as a 
barometer of the enjoyment of the 
millions of home viewers. 

The revenues to be derived from 
the sale of tickets to an audience 
at “a modest price’ would not be 
adequate to finance the construc- 
tion of studios large enough to ac- 
commodate profit-making audi- 
ences. Please don’t charge us with 
passing up this revenue because it 
is “peanuts.” We know the im- 
portance of saving every possible 
dollar on extraneous things in or- 
der that these dollars may be de- 
voted to the production of better 
programs. 

The distribution of tickets to our 
honored guests can contribute a 
good will for the broadcasting 
company and the sponsors of its 
television programs worth far 
more than the few hundred dollars 
which might be collected for sell- 
ing tickets to such a show as the 
Texaco performance. Dealers, dis- 
tributors and good customers will 
always have a call for free tickets, 
regardless of whether or not a 
price is put on them. 

It must also be remembered that 
that part of the great American 
public which is able to get tickets 
to see the TV shows places a higher 
valuation on them than a philate- 
list places on a rare stamp. 

Television, your editorial states, 
is an “extremely costly operation.” 
That is a statement which war- 
rants critical analysis. True enough 
you can spend a lot of money on 
television. But you can also ac- 
complish wonders with modest 
budgets. 

You say rates to sponsors are 
high. Actually the cost per thou- 
sand reached with this highly ef- 
fective advertising medium is less 
than the cost per thousand reached 
by many of the leading magazines 
—even in this early stage of tele- 
vision’s development. Furthermore, 
the cost per thousand will decline 
as total rates increase because 
rates will not increase in direct 
proportion to the added millions 
of homes. 

Important as “cost per thousand” 
may be it is of less importance 
than “sales results per dollar.” It 
is here that TV has an eloquent 
story to tell. 

The financial outlook for stations 
and networks is not as bleak as 
your editorial indicates. Some sta- 
tions are already making a profit 
and given enough markets, enough 
inter-city connections and enough 
viewers in each of the markets, the 
networks will not be long in put- 
ting television on a sound financial 
basis. f 

WILuiaM S. HEDGEs, 


Vice-President, National 
Broadcasting Co. Inc., New 
York. 

e @ e 


Salutes Perkins & Pickwick 


To the Editor: My hatlo is off 
to Mr. Perkins on that sparkling, 
original cartoon style he “hit on” 
to promote Pickwick ale (Voice of 
the Advertiser—AA, Jan. 16). 

Clever! 

PauL DouGcLass, 
Philadelphia. 
e ee 
Wants to Pass Along 1950 
‘Productivity’ Editorial 

To the Editor: Your editorial, 
“1950: Back to First Principles,” 
in ADVERTISING AGE (Jan. 2), con- 
tains many thought-provoking 
statements concerning the impor- 
tance of increased management 
productivity tothe success of mod- 
ern business. 

These statements express clenr~ 


the products of Dictaphone Corp. 
have so much to offer busy execu- 
tives during the coming year. In 
fact, I’d like to reproduce the edi- 
torial and distribute it to our sales- 
men for effective use as a selling 
piece. ‘ 
H. B. CLARK, 
Assistant to the Advertising 
Manager, Dictaphone Corp., 
New York. 


‘Charm Expressed,’ Scenery 
Featured in UP Spring Ads 


To the Editor: In his Jan. 9 
“Corner,” The Creative Man com- 
mented on railroad advertising and 
stated, “The UP says that ‘charm is 
expressed in tastefully appointed 
interiors of club and dining cars.’ 
Is it? Let’s see some of it.” 

The pleasure is ours! 

Enclosed is advance proof of the 
Union Pacific full-page color ad- 


vertisement (okayed for produc- 
tion Sept. 1, 1949), which will ap- 
pear in national magazines in 
March. 

You'll agree, that 
“charm is expressed...” You'll 
find, too, the answer to “what does 
one actually see enroute” in this 
kick-off advertisement and in those 
which will follow in succeeding 
months. 

Yours for constructive criticism. 
We like it and, better still, so does 
our client, the Union Pacific Rail- 
road. 


I’m _s sure, 


” 


L. M. BRANCH, 
Vice-President, The Caples 
Co., Omaha. 


Defends Duffy's Christmas 
Show as ‘Sincere, Reverent' 

To the Editor: “One man’s fish 
is another man’s poison”—cf. my 
reaction and your reviewer’s to the 
pre-Christmas Duffy’s Tavern 
show. [Eye & Ear Dept.] 

I felt it to be sincere and rever- 
ent. As a parable it seems quite 
comparable to Lazarus, the story 
of the wedding wine, and other 
Biblical reports. 

The friend in Allentown struck 
me as epitomizing the brotherhood 
of man, and the modern-dress 
Jesus emphasized the fact that re- 
ligion can be a progressive influ- 
ence in everyday affairs. 

We’re all a great deal more re- 
ligious than we realize, and we’re 
somewhat shocked when somebody 
points out, as Gardner did, that 
God doesn’t always stay on a great 
gold throne. 

To me the show’s personalization 
and humanization of a great re- 
ligious leader had beauty and 
significance, and pulled my first 
fan letter in 10 years. 

ROBERT L. Murpuy, 

Murphy & Gapp, Advertising, 

Meadville, Pa. 


Employes’ Ad Says Thanks 
for Profit-Sharing Benefits 

To the Editor: I am enclosing 
the Dec. 29 issue of The Pepperell 
Clarion-Advertiser, which contains 
one of the most unusual adver- 
tisements that has ever appeared 
in my paper. 

Inserted and paid for by the 


employes of Martast Tanning Co. ™ 


MM Opin 
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the last word in labor-manage. 
ment relations, and it occurs to me 
that a publication such as Apvgg. 
TISING AGE would be interesteg 
in it. 

By way of background material, 
Hartnett Tanning Co. is the larg. 
est industry in Ayer, employing 
265 people and operating at fulj 
production (plant capacity) the 
year ‘round. It operates a cash 
type of profit sharing plan, dis. 
tributing to eligible employes 304% 
of the profits (before taxes) from 


————— 


FRED FILLER 


Advertising Manager 
Salem (Ohio) News 


“Why run a test 
campaign in Salem?” 


This question was dropped on 
our desk recently. We asked a 
friend (an agency account ex- 
ecutive) how to answer the 
question. Here is what he told 
us. ? 


“Ist, when we decide to test 
copy, or a deal, or a new prod- 
uct, we usually select three dif- 
ferent sized markets: —One like 
Salem (a small city); one like 
Canton (with about 100,000); 
and occasionally a city with 
250,000 to 500,000 population. 


“2nd. We often get the answer 
in one small market if it has 
some industrial plants, and a 
good farming section adjacent 
to the town. 

“3rd. This is the most important 
thing in our test: —How to get 
distribution quickly and be in 
a position to check consumer 
sales. In a town like Salem 
this is easy.” 

Here is what you can buy in 
Salem for $208.00: — 

200 lines a week for 26 weeks 
at 4c a line. If you “up” the 
linage to 400 lines a week the 
total cost of space will be 
$416.00 for 6 months. 

Here is what you have to work 
on. Factory payroll, $16,590,000; 
farm products value over $7,- 
000,000; retail sales now over 
$20,000,000 

We call Salem “A little city 
with a big income.” And that’s 
what it is. 

My time is your time when you 
want something done in Salem. 


OUR 7 PAPERS 


@ CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 
@ SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 
@ MARION (OHIO) STAR 
@ EAST LIVERPOOL (OHIO) REVIEW 


@ PORTSMOUTH (OHIO) TIMES 
@ SALEM (OHIO) NEWS 


These 4 represented by 
John W. Cullen Company 
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AN OPEN LETTER 
OF APPRECIATION 


We, the employees of the Hartnett Tanning Company of Ayer, representing labor, take this opportunity to express apprec- 
\abon to our partners represnting management - - - the Hartnett Tanning Company - - - and to our 
1). Colonial Tanning Company of Bosten -- - for their contribatien te our working, profit sharing partnership 


~~ ew — 


We are proud to be a part of « profit sharin, 


nett-Colonial organization.) 


which all of 
tox: iher with security and prosperity for ourselves and families, and we take pride in doing our part through teamwork and coop 
eration in making the Hartnett Tanning Company an even better place to work. 


We know that as we share profits, so we must share responsibility to do the best possible work we know how at the towest 
possible cost, so that our real “boss” --- the customer who buys our product, and whe is the person with the final say-se at our com- 
pany, and in other business, too - - - will con tinue to find Hartnett-tanned leather the best value for his money. 


May the coming year hold all our profit sharing pai (ners in the entire Hartnett Colonial organization together im the com- 
mon bond of friendship, of mutual respect, and of devotion to the highest ideals of our great industrial America! 


Hhfppy osc Yeer 

5 eee SAS 
tratimniatlintites Tanning Company employ- 

ees associated with the finest partners in the world - - - the men and women in the Hart- 


the sales of its leather. 

Since Sept. 1, 1945, when the 
plan was instituted, eight consec- 
rive semi-annual distributions of 
profit sharing checks have been 
made. The company claims it has 
never lost a day’s production, and 
that the $72.50 weekly 40-hour 
average of its factory employes, 
with profit sharing, is one of the 
highest earnings in the tanning 
industry. 

Minot V. BASTIAN JR., 

Editor, The Pepperell Clarion- 
Advertiser, East Pepperell, 
Mass. 


Frequency Problem Demands 
Study, Advertisers Agree 

To the Editor: I think your edi- 
torial, ‘“What’s the Ideal Fre- 
quency,” hits a vitally important 
nail right on the head. 

Naturally we have a few 
thoughts on the subject, but in no 
case do we consider that we have 
wholly acceptable answers. We 
agree that it is something which 
advertising and advertisers must 
study with increased effectiveness. 

SAMUEL C. GALE, 

Vice-President, General Mills, 

Minneapolis. 


To the Editor: The editorial in 
the Jan. 9 issue of ADVERTISING 
Ace, dealing with frequency and 
continuity, discusses a very worth 
while editorial subject and is well 
written to provoke some needed 
study. With higher advertising unit 
costs due to increased circulation, 
advertisers find continuity reduced 
below what they may have feared 
was too thin in the first place. 

RuSSELL Z. ELLER, 

Advertising Manager, Califor- 

nia Fruit Growers Exchange, 

Los Angeles. 


Santa Fe Thanks CM 
for His Friendly Criticism 


To the Editor: This is just a note 
to thank The Creative Man for the 
publicity he gave us in “The Cre- 
ative Man’s Corner” in your Jan. 
9 issue. 

Even though his comments were 
not exactly orchids, we appreciate 
the attention we got and the in- 
terest he took in commenting on 
our advertising—and the very 
friendly way he presented his 
criticism. 

Incidentally, you really do see 
real “honest-to-goodness” Indians 
(Navajos, Hopis, Zunis and Pueb- 
los) when you travel through New 
Mexico and Arizona on our trains. 

A. A. DAILEy, 

General Advertising Manager, 

Atchison, Topeka & Santa Fe 

Railway Co., Chicago. 


Explores New Field for 
Magazine Publishing 


To the Editor: A recent issue of 
@ general business magazine car- 
ried the usual Horatio Alger-type 
of story about a top business exec- 
utive. It went a little beyond the 


by picturing him in his bed about 
to fall asleep, after reading a few 
magazines to induce drowsiness. 
The names of the magazines lying 
on his bed could not be deciphered. 

This was understandable but 


quite unfortunate. 

Think of the millions who awake 
between midnight and dawn and 
who would be most grateful if they 
could learn which magazines put 
the reader to sleep. And if a mag- 
azine once established such a rep- 
utation, its circulation would jump 
into astronomical figures almost 
overnight. Also what a rush to ad- 
vertise by manufacturers and 
dealers in beds, mattresses, pillows, 
sheets, electric blankets, bed lamps, 
window ventilators and all the 
other articles the ads tell us we 
must have if we really want to en- 
joy our nights. They would es- 
pecially value such advertising 
with the appeal at the psycholog- 
ical moment when the reader is 
at the “point of use.” 

Perhaps ADVERTISING AGE can 
draw the attention of publishers 
to this virgin and attractive field. 
No expense for space salesmen nor 
circulation promotion. Perhaps 
some especially enterprising pub- 
lisher would start a “Sleeper’s Di- 
gest” which would condense those 


articles, from many magazines, 
which have obvious sleep-pro- 
ducing qualities. Unlike the ordi- 
nary sleep-producing magazines, 
this “Sleeper’s Digest” would not 
have the problem of trying to find 
the space for a horde of adver- 
tisers. 

For the good of those who want 
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to awake refreshed in the morning, 
ready to tackle the more and more 
complex problems of advertising, 
please get some publishers started 
along the profitable and pleasant 
paths suggested above. 
W. H. RILEy, 
American Surety Co. of New 
York, New York. 


HENNEBERRY ROTOGRAVURE CO. 


CATALOGS - 


4001 RAVENSWOOD 


Rotogravure — Colorgravure 


25 Years of Dependable, 
Economical Service 


PUBLICATIONS - 


Tel. LAkeview 5-8520 


BROCHURES 


* CHICAGO 13, ILL 


Telling America the Story 
of “The Wonder Mineral” 


PRESENTATIONS ¢ TRAINING ASSISTANCE ¢ SLIDE FILMS e TELEVISUALS ¢ MOTION PICTURES 
NEW YORK 19 WASHINGTON D.C.6 PITTSBURGH 22 DETROIT ll 
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Zonolite, the fire-proof "Wonder Mineral,” is helping 


to safeguard our national: building program. Bring 2 ye story 
of this lightweight insulation material and its ceowticnl 


excellence to architects, builders, ba ohl and owners is 
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produced by The Jam Handy Organination. 
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Sullivan Agency Moves 
Daniel F. Sullivan Co., Boston, 


has moved its offices from the 
Statler Bldg. to 216 Tremont St. 


Footnotes 


PRODUCTION CONTROL 


Now you can be free of details mm 
this new Advertising Traffic and Pr 
duction Control. Shows exact ctetus 
of oey job, step by step, spotlighted 


by Color. 
» = 


Simply or Ps on car 
grooves instantly. 


In and Flip Gul at 


on board. 
pa Made of Aluminum. Fits 
$ 49° 
24-Page 


any size operation. 6 color 
FREE Booklet 


signal system. Various card 
sizes. Attractive, compact. 
MAIL COUPON 
TODAY! 
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By G. D. CRaIn JR. 


Several months ago ADVERTISING 
AGE published an editorial entitled 
“Don’t Sell Radio Short.” The 
point was made that figures sup- 
plied by Hooper and Nielsen don’t 
show nearly all the listening, and 
that automobile radios, as well as 
portables, account for a volume of 
listening which advertisers don’t 
know about and hence don’t ap- 
preciate. 

Since that time figures on auto- 
mobiles and other out-of-home lis- 
tening have been compiled, and 
have demonstrated a _ substantial 
plus which may now be taken into 
account by advertisers in their 
evaluation of the whole radio au- 
dience. 


s Another slant on the important 
subject of radio listening not re- 
vealed by statistics is provided by 
the experience of Station WGN, 
Chicago, which is one of the im- 
portant broadcasting enterprises 
now offering time on a per inquiry 
basis. While the latter is a highly 
controversial subject with many 
stations and advertisers, it should 
be pointed out that WGN is offer- 
ing this arrangement only on time 
not heretofore available to adver- 
tisers, but not during regular 
broadcast hours. 

Since it joined the Mail Order 
Network last September, the sta- 
tion has been broadcasting from 
1 a.m. to 6 a.m., a period during 
which it was formerly off the air. 
No card rates for advertising at 
that period had ever been pub- 
lished, since there was no demand 
for time during that period from 
advertisers. Now that the station 
is on the air 24 hours a day, it 


will make time from 1 a.m. to 6 
a.m. available to advertisers at 


ecard rates or on a p.i. basis, 
through the Mail Order Network. 


s The interesting thing reported 
by W. A. McGuineas, commercial 
manager of WGN, is the evidence 
of a really tremendous volume of 
listening at hours when most peo- 
ple are pounding their ears. The 
station has received mail from 44 
states, an amazing coverage even 
for a 50,000-watt clear channel 
transmitter, and during November 
and December the orders from 
these broadcasts averaged from 400 
to 800 per day. Obviously the net 
return to the station has been high- 
ly satisfactory. 

The telephone hook-up reported 
in the Jan. 16 issue of ADVERTISING 
AGE between WOR and WGN will 
not be established, Mr. McGuineas 
added. Their present disc jockey 
program has been so satisfactory 
that it will be continued indefi- 
nitely. 


s As far as selling time on a p.i. 
basis is concerned, Mr. McGuineas 
and WGN feel that this may be a 
practical way to use time not oth- 
erwise salable and in which com- 
mercial advertisers have shown no 
interest. And from the standpoint 
of AM stations with TV broad- 
casting services to maintain, such 
a use of hitherto unsalable time 
may help the broadcaster to make 
ends meet while he is waiting for 
TV to become self-supporting. 


NEA Starts New Publication; 
Reports Increase in Billings 

National Editorial Association, 
Chicago, has published the first 
issue of the new monthly tabloid 
newspaper, Publishers’ Tab. The 
association also publishes National 
Publisher. 

NEA, which represents more 
than 6,000 small-town weekly 
newspapers, reports a total gross 
billing for the calendar year of $1,- 
899,011.35, the highest in its his- 
tory. 


Even 1200 years ago time 

was important enough to man 

that such crude devices as these Sand 
Glasses were used for measuring 

the various intervals of the 

hour. Today time is even more 


precious—that is why Progressive 


600 A.D. 


offers you high quality mats 


and plastic plates with 


“Round the Clock Service.” 
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A later development of the Clepsydra. A 
battery of four glasses with a running 
time of 15, 30, 45 and 60 minutes respec- 
tively. The set reproduced here is be- 
lieved to have been made in Nurenberg in 
the 14th Century. Earliest use is credited 
to Luitprand, A Monk of Chartes, who 
lived in the 8th Century. 


Courtesy of the Museum 
of Science and Industry 


WABASH 2-1204 
° 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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newspaper advertising campaigns 
of small size ads instead of large 
space. 

As a result, the company is pro- 
viding two new campaigns in mat 
form for dealers in an expanded 
1950 mat service. Both campaigns 
incorporate preferences offered by 
Lees’ dealers. 


Reddi-Wip Appoints Walsh 


Walsh Advertising Co., Montreal 
office, has been appointed to han- 
dle the advertising of Reddi-Wip 
of Canada. Radio, newspapers, out- 
door posters, and sales promotion 
material will be used. 


Graham Joins Chirurg 

Stanley Graham, formerly with 
Grey Advertising Agency, has 
joined the copy staff of James 


o run during the Lenten season 
in Family Circle and Woman's 
Day. All ads will offer a recipe 
booklet, “105 Deep Sea Recipes.” 
H. B. Humphrey Co., Boston, is 
the agency. 


, 


Publication Changes Name 


Canadian Stationer, published by 
Maclean-Hunter Publishing Co, 
Toronto, has changed its name to 
Canadian Stationer & Office Equip- 
ment Buyer. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally 
by Burn-Smith Co 


Inc 


Thomas Chirurg Co., New York. 


MRS. ALICE PARTRIDGE 


@ Mrs. Partridge was first prize winner in the 
newspaper class in the 1949 competition of 
the Grocery Manufacturers of America, Inc. 
Her food column appears in this newspaper 
seven days a week. Her interesting treatment 
of food news and helpful suggestions to 
housewives have brought her a host of loyal * 
readers throughout Western New York. 


BUFFALO 
COURIER-EXPRESS 
Food Editor Wins 
Life Line Trophy 
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Net Advertising Revenue of Magazines 


As Measured by Publishers’ Information Bureau 


1949 
Phle one ccecesecccseerses $72,258,184 
SE Séieccad 59,259,119 
pee er the eeyanes. 22 806.750 
jes’ Home Journal .......- 743, 
“ae DP ebeeteenece 18,227,835 
oocenesed ends eee eet rf 
Homes & Gardens ...... 967, 
othis. Week Magazine .......- Oy ees 
Good Housekeeping ......-+++ 14768288 
11,267,552 
10,737,228 
9,453,514 
8,946,640 
7,880,746 
6,571,360 
6,221,255 
saga 
mess Week ....5.---00005 092, 
ssa MOOT .cccetdeccecvoes 5,835,010 
First 3 Markets .....-----++- 4,890,905 
SE. o vocguMeideds: cops 4,823,417 
True Story ...--- is BOR Os 600e6% PosK} 
York Times Magazine .... 561, 
ao eS ans épiee 4,163,383 
Cosmopolitan ...2.-eeeeeeree 4,106,844 
*Parents’ Magazine ovadndisee 4,077,161 
GED oc coccccecsccccsers 4,061,413 
Harper's Bazaar ....----+--++ 3,999,175 
OMEN ccc cece cccereceees tes 
Ot i . . 
*Mademoiselle .....---.+s0ee 3,661,940 
Progressive Farmer 3,640,017 
Successful Farming .... 3,600,676 
American Magazine .... 3,515,314 
Seventeen... -- dee ees 3,500,445 
Family ae saveeseeseceses 3,224,567 
House & Garden ..........-- 2,945,130 
*U. S. News t “World Report 2,872,078 
Household... eee eeeeeeeee 2,708,053 
Capper's Farmer .....----00+s 2,645,675 
National Geographic .... 2,446,623 
i all SCIMER 2. cece ceeeee 2,236,675 
MEE sn ccccccecccescccce saee tes 
* lar Mechanics .......... 2,178, 
teas Wome Gris 
Fawcett Women’s Group ...... ,912, 
Dell Modern Group ........-. 1,826, 
CME ¢ ceccbecsecsss 1,822,261 
Field & Stream ....... 1,739,457 
Southern Agriculturist .. kt 
pcp eee 1,643,267 
lll aetna 
Mirror ..... 544, 
ws _ we . : néosceeue ar 44 
*Today’s Woman ........-++-+- 189, 
American Legion ...........- 1,184,086 
*Wation’s Business ..........- 1,147,745 
*Mechanix Illustrated ........ 818,176 


1948 % 1949 1948 % 
$77,300, — 6| True Confessions (FWG) ...... 787,455 731,901 +8 
61,861,518 —4 ~ Y. Tribune-This Week 761,125 — _- 
23,825,000 See  cnGavadunedheandecscs 721,427 _ 
25,093,628 -9 Teeal Women’s Group ........ 651, 748,797 —13 
— | Photoplay (TSWG) etecep ia 639,256 683,665 —7 
1,601,539 GM TEINEEEE ccd vecesciccodeccece 619,246 436,542 +42 
16,870,149 PEED etek des tuner cece cece 582,856 1,088,400 —46 
16,584,052 —2 Popular Fiction Group ........ 527,567 356,305 +48 
15,189,982 ~~ |, peer a 515,230 601,102 sid 
11,891,002 +24 | Hillman Women's Group ...... 494,639 556,222 a1) 
0,473,543 + 8|¢*Senior Prom .............. 484,6' — 
11,872,274 —10 | Screeniand Unit ............. 476,329 538,337 —12 
— | *Scholastic Magazines ........ 448, 439,543 +2 
9,034, ee UE EE Sidainn ce cocseeees 440,607 435,835 +1 
8,074,745 s,s 432,338 530,906 ale 
6,527,763 + 1/| *Living for Young Homemakers . 415,158 _ 
5,635,133 +10 | Hunting & Fishing .......... 390,665 466,419 —16 
— | Dell Men's Group ............ 382,235 375,618 +2 
— | Modern Screen (DMG) ....... 368,408 326,801 +13 
5,838,227 —|*Dun’s Review .............. 322,556 354,064 —-9 
3,796,336 +29 | Modern Romances (DMG) .... 299,987 246,012 +22 
4,047,979 EL i binds <0 644060000040 269,082 = 
5,063,000 Ge EE Aad cracccccdcocsves 268,834 272,286 —1 
4,249,016 + 7| Elks Magazine .............. 225,853 204,548 +10 
4,519,224 — 8 | Fawcett Screen Unit ......... 199,176 205,039 —3 
4,821,869 —15 | Harper’s Magazine ........... 187, 212,817 —12 
4,279,425 — 4) Open Road ...........0000e 178,194 230,390 —23 
MEE Gmates secueccceveus 176, 181,878 — 3 
4,552,745 —12 | Ideal Romance Group ......... 149,275 74,190 +101 
3,089,136 +29 | True Romance .............. 144, 159,725 —10 
— | Macfadden Men's Group ...... 120,693 119,871 +1 
— | Ideal Movie Group .......... 107,817 138,337 —22 
3,298,325 +10) Hillman Movie Group .......... 96, 116,171 —17 
3,704,442 —_3)| Screen Stories (DSU) ......... 90,451 123,865 —27 
4,156,390 —15 | Personal Romances (IWG) ...... 82,693 112,095 —26 
3,377,344 +_4)| Radio & Television Mirror 
2,687,463 + alte aaieds6s-0¢6 +0 42,693 28,541 +50 
2,743,039 +_7| “Experiences (TSWG) ........ 936 5,478 —32 
3,211,829 —10 | 'True Love Stories (TSWG) .... 27,000 33,426 —19 
2,516,151 + 8| Motion Picture (FWG) ........ 19,301 10,894 +77 
2,907,683 — 9| Movie Story (FWG) .......... 3,943 3,806 +4 
2,452,495 0 | Street & Smith All Fiction ..... 1,960 11,384 —83 
2,000,100 +1 NOTE: Dollar figures of Publishers Information Bureau are based on one- 
2'387.376 — g| time rates, without allowance for frequency discounts. In the case of pub- 
2.410, 393 —13 | lications offering such discounts, PIB has secured net advertising revenue, 
cee — | after deducting frequency discounts. All = marked with * have 
1,937,653 — 1 | Supplied net figures. Blanks for 1948 indicate that comparable net figures 
1'647,357 +11 for this year are not available. 
1'867,675 — 2| NOTE: Publications belonging to groups are shown separately, in order 
1,757,825 — 1| by advertising volume. (FWG) following a publication means Fawcett Wo- 
1,665,256 0| mens Group; (TSWG) means True Story Women’s Group; (DMG) desig- 
1,635,883 + 1/| nates Dell Modern Group; (DSU) means Dell Screen Unit; (IWG) indi- 
1,555,224 + 6| cates Ideal Women’s Group. Figures for each of the publications so desig- 
1,324,820 +23 | nated include ONLY the revenue carried by that publication in addition to 
1,432,365 + _8| revenue carried for the group as a whole, except for True Story, which 
1,342,428 +15 | did not become a member ¢ a Tl aa until October, and is given credit 
1,820,981 —19 | for its advertising for the full 
896,425 +32) «Formerly True Experiences. 
1,422, —17| >Formerly True Love & Romance. 
— | ¢Formerly Calling All Girls. 
— | Gross figures, figured on one-time rate. 


1949 Billings of 
103 Magazines 
Revealed by PIB 


(Continued from Page 1) 
‘48 standings, retained that posi- 
tion by showing a 1% increase, 
with a 1949 total of $16,967,118. 
Right behind it was This Week 
Magazine, with a 1949 total of $16,- 
244,522, off 2% from 1948. 

Good Housekeeping retained 
ninth place with $14,883,253, also 
off 2% from the previous year, and 
Look continued in tenth position, 
despite a spectacular 24% gain, 
moving from $11,891,002 in 1948 
to $14,764,248 last year. 


s Woman’s Home Companion, 
scoring an 8% increase, moved into | 
llth position with a 1949 total 
of $11,267,552, while McCall’ s| 
dropped to 12th place with $10,-| 
737,228, off 10% from the previous | 
year. 

While the Look increase of about | 
$2,800,000 was the biggest dollar 
gain of the year, a number of pub- 
lications showed big percentage 
gains. The largest was Ideal Ro- 
mance Group’s 101%. Others mov- 
ing up 10% or more included: 

Woman’s Day, up 10%, from $5,- 
635,000 to $6,221,000; First 3 Mar- 
kets (selling certain space for the 
New York Daily News, Philadel- 
phia Inquirer and Chicago Trib- 
une), up 29%, from $3,796,000 to 
$4,890,000; Parade, up 19%, from 
$4,047,000 to $4,823,000; Holiday, 
up 29%, from $3,089,000 to $3,- 
978,000; Progressive Farmer, up 
10%, from $3,298,000 to $3,640,- 
000; Family Circle, up 20%, from 
$2,687,000 to $3,224,000; Glamour, 
up 11%, from $2,000,000 to $2,- 
228,000. 


@ Others showing 10% or larger 
increases were Dell Modern Group, 
up 11%, from $1,647,000 to $1,- 
826,000; Pathfinder, up 23%, from 


$1,324,000 to $1,637,000; Today’s 


Woman, up 32%, from $896,000 to 
$1,189,000; Coronet, up 42%, from 
$436,000 to $619,000; Popular Fic- 
tion Group, up 48%, from $356,- 
000 to $527,000; Elks Magazine, up 
10%, from $204,000 to $225,000; 
New York Sunday Mirror, up 15%; 
and several individual members 
of groups, such as Modern Screen 
and Modern Romances of Dell 
Modern Group, Radio & Television 
Mirror of the True Story Women’s 
Group, and Motion Picture of Faw- 
cett Women’s Group. 


$445,000,000 ‘OFFICIAL’ 
‘49 MAGAZINE FIGURE 

New YorK—The “official” dol- 
lar volume figure for national 
magazines, including five spe- 
cialized national farm publications 
such as Poultry Tribune, which 
are not measured by Publishers’ 
Information Bureau, was given as 
$445,000,000 for 1949 by the Maga- 


| zine Advertising Bureau Thursday. 


This is a decrease of 3.9% from 
1948’s record volume of $463,000,- 
000, but still the second highest 
year on record. In 1947 the figure 
was $442,000,000, mirroring a sharp 
and steady rise since 1940, when 
the figure was $167,000,000. 

Advertising in newspaper-dis- 
tributed magazines is not included 
in the total, since such expendi- 
tures are covered in newspaper ad- 
vertising data. The magazine ad 


bureau stresses that the figures are | ceca oie rtising department of 


not a projection, but cover actual 
measurement of publications by 
PIB. Periodicals not included in 
the PIB service, exclusive of bus- 
iness papers, would add about 
$100,000,000 to the total, the bu- 
reau says. 


3 Air ‘Bob Garred News’ 


Starting Feb. 13, “Bob Garred 
News” will be sponsored on the 
ABC Pacific network by Peter 
Paul, Dennison’s Food and Pict- 
sweet Foods. The contracts, each 
for 52 weeks, call for a newscast 
from 7:30-7:45 a. m. and 6:05-6:15 
p.m., Monday through Saturday. 
Peter Paul will sponsor three 
morning and three evening broad- 
casts a week, the remainder being 
split equally by Dennison’s and 
Pictsweet, on a rotating schedule. 


Earle J]. Freeman, 
Kellogg Ad, Sales 
Executive, Dies 


BATTLE CREEK, Micu.—Earle J. 
Freeman, vice-president in charge 
of marketing of the Kellogg Co., 
died suddenly Jan. 26 at the age of 
54. 

Born in Windsor, Ont., he 
joined Kellogg as an office boy 
in 1914 and was head of the sales 
statistical department when he en- 
listed in the Army in 1918. 

Mr. Freeman rejoined the com- 
pany in 1919, became advertising 
manager in 1925, and was named 
vice-president in charge of adver- 
tising a year later. 

In 1940, as vice-president in 
charge of marketing, he was given 
responsibility for both foreign and 
domestic advertising and sales and 
continued in that capacity until 
his death last week. He was also 
president of the Cereal Institute. 


MICHAEL SILBERSTEIN 

CATSKILL, N. Y.—Michael E. 
Silberstein, 73, editor and pub- 
lisher of the Catskill Daily Mail 
since 1906, died Jan. 25 at Miami, 
Fla., after a short illness. 

Born in New York, he started 
as an office boy with Hearst News- 
papers, and first came to Catskill 
in 1899 as a representative of the 


the New York American. He re- 
mained to establish the Catskill 
Advertising Agency, and in 1906 
bought the Daily Mail. 


GEORGE OLDSTEAD 

ScHENECTADY, N. Y.—George H. 
Oldstead, 34, display advertising 
manager of the Oneonta Star, and 
formerly a member of the Albany 
Knickerbocker News advertising 
department, died here Jan. 26 of 
injuries suffered in an automobile 
collision here Jan. 23. 


HOWARD S. STEVENS 

Cuicaco—Howard S. Stevens, 
president of Stevens-Gross Stu- 
dios here, died near Boca Grande, 
Fla., Jan. 22. 


P&G's McElroy 
Says Detergent 
Gains Slacken 


(Continued from Page 1) 

Mr. McElroy pointed out that a 
significant factor in soap sales last 
year was that its price was up only 
40% above prewar levels, while 
grocery products in general were 
around 90% of their prewar base. 
Referring to the tightly strung lines 
of competition within the indus- 
try, he said: 

“Red hot competition such as ex- 
ists in this country for the soap 
and glycerine industry represents 
the best results of a healthy, com- 
petitive condition—new product 
development combined with suf- 
ficient promotion to give the pub- 
lic the value it deserves.” 


a At a closed business meeting for 
the election of chairman and vice- 
chairmen on the opening day of the 
convention, Jan. 25, Mr. McElroy, 
who opened the convention as act- 
ing president, was elected pres- 
ident of the association to succeed 
Charles Luckman, who automat- 
ically stepped down as head of the 
association with his resignation 
from Lever Brothers Co. Mr. Luck- 
man resigned with an unexpired 
term of one year. 

E. W. Wilson, vice-president of 
Armour & Co., was elected vice- 
president for the Midwest, suc- 
ceeding Mr. McElroy. The vice- 
presidency for the East, previously 
held by E. H. Little, president of 
Colgate-Palmolive-Peet Co., was 
left vacant. All other officers were 
reelected to their respective posts. 


ws In opening the convention, Mr. 
McElroy reported production of 
soap in this country during 1949 
to be 3,600,000,000 pounds, with 
synthetic detergents reaching 3,- 
185,000,000 pounds. The combined 
total represented 505,000,000 more 
pounds than produced during any 
comparable period. 

Mr. McElroy told the associa- 
tion that per capita soap consump- 
tion is now 24.7 pounds, compared 
with a prewar, five-year average 
of 24.6 pounds. 

Figures upon which his report 
was based came from confidential 
production estimates by 92 manu- 
facturers of non-liquid soaps and 
35 producers of synthetic deter- 
gents. 


= Philip Stomberg, vice-president 
of A. C. Nielsen Co., presented 
Nielsen Food Index figures and in- 
terpretations of market conditions. 

With a chart showing a sales 
dollar basis and the advertising- 
dollar basis, Mr. Stomberg covered 
expenditures in magazines, net- 
work radio, and in newspapers 
published in cities of over 100,000 
population. Spot and local radio, 
car card and other forms of con- 
sumer advertising expenditures 
were not included. 

Mr. Stomberg pointed out that, 
although advertising expansion has 
been substantial for soaps, the 
amount of money spent is still well 
below the increase in dollar sales. 
He placed the advertising increase 
at 91% against a dollar sales in- 
crease of 117%. 


= Advertising expenditures for all 
soap companies were off 2% com- 
pared with 1948 budgets, while 
dollar sales slumped 17%. 
Giving Nielsen audits of con- 
sumer promotions handled by re- 
tailers for coupons and premiums, 
Mr. Stomberg said that the record 
for the first eight months of 1949, 
compared with the same period of 
1948, indicates a lessening of cou- 
pon activity for toilet soaps and 
package laundry soap, and some 
increase of premium offers, pri- 


marily 1¢ and half-price offers. 


55 


Giving the Nielsen picture of 
soap sales against total sales, Mr. 
Stomberg said: 

“The 17% decline in dollar sales 
of soaps was in sharp contrast with 
the 2% decline for all commodity 
sales, whereas the changes on a 
tonnage basis were fairly similar, 
a minus-1% versus a plus-2%. 

“These figures would indicate 
that housewives fared much better 
price-wise on soaps than on the 
average grocery store product in 
1949, as compared with 1948, since 
they were able to buy practically 
as much soap as in 1948 for 17% 
fewer dollars. And that reduction 
apparently was not a correction of 
an abnormally high price level 
in 1948, since soap prices did not 
appear to be out of line in 1948.” 


s “Five Tools for Low-Cost Sell- 
ing” was the title of an address 
on advertising for the industry 
given by Scott Pattison, vice-pres- 
ident and copy chief of G. M. 
Basford Co., agency for the asso- 
ciation. 

Mr. Pattison’s ad pointers: 

1. Know your buying habits— 
market by market. 

2. Mechanize your selling. 

3. Concentrate on a bellwether. 

4. Close-couple your selling pro- 
gram. 

5. Expect response and use it. 

Mr. Pattison warned that the 
only type of market information 
that can be used as a sound basis 
for getting a full dollar’s worth 
in promotion is gathered from the 
specific market to be sold. He dis- 
counted all-industry sales charts 
and reporting by salesmen as in- 
accurate for judging buying in- 
fluences. 


a Mr. Pattison criticized manu- 
facturers “for spreading out” ad- 
vertising budgets when appropria- 
tions do not adequately cover all 
products. He propdsed, in such 
cases, that one outstanding prod- 
uct be selected as a leader to re- 
ceive the bulk of the advertising 
“push.” 

Mr. Pattison pointed out that the 
per-dollar value of each sales tool 
rises when advertising, salesmen, 
direct mail, exhibits, and publicity 
tell the same sales story. He also 
said that inquiry-producing pro- 
motion in the field of industrial 
soaps appears to be basic in every 
promotion campaign. He termed 
inquiries as the “best relative 
measure of advertising’s effective- 
ness per dollar.” 


w William Ennis, G. M. Basford 
Co., outlined the association’s ad- 
vertising program for 1950. He said 
the current year’s promotion pro- 
gram calls for dramatization of the 
industry’s products in a cartoon 
series of ads to run in business pa- 
pers. 

The series will be directed prin- 
cipally toward providing informa- 
tion on the properties of glycerine 
and its diversity of application. It 
will be accompanied by booklets 
illustrating various uses of the 
product in different industries. 


Elgin National Watch 
Names Andrew Rowe V. P. 

Andrew L. 
Rowe, general 
sales manager of 
Elgin National 
Watch Co., Elgin, 
Ill., has been 
named vice-pres- 
ident in charge 
of sales, market- 
ing and advertis- 
ing. He joined El- 
gin in 1934. 

Mr. Rowe suc- 
ceeds Howard D. 
Schaeffer, who is 
retiring after 46 years with ‘the 
company. Elgin also announced 
the appointment of William H. 
Brandes as vice-president in charge 
of manufacturing. 


Andrew Rowe 


Dyer Joins Kaufman 

Charles Dyer has joined Kauf- 
man & Associates, Chicago, as tele- 
vision and radio copywriter. 
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ABC-TV Adds $1,400,000 
in Thursday Sales Spree 


Three new sales—two of them 
on Thursday night—will add up to 
gross billings of $1,400,000 (on the 
usual projected yearly basis) for 
ABC-TV, New York. Packard 
Motor Car Co. will sponsor a 
30-minute variety show with a 
hotel setting, starting March 23 
through Young & Rubicam. 

Other new clients are Esquire 
boot polish (Emil Mogul Co.) for 
“Blind Date,” starting March 16, 


and Griffin Mfg. Co. (Berming- 
ham, Castleman & Pierce) for half 
of Whiteman’s “TV Teen Club.” 
This gives American a solid spon- 
sor lineup from 7:30 to 11 p.m., 
EST, on Thursday. 


Trans-Canada Boosts Fisher 


E. R. Fisher, who joined Trans- 
Canada Air Lines as advertising 
assistant in January, 1949, has been 
promoted to technical assistant, 
creative advertising, in the air- 
line’s headquarters in Montreal. 


A DECADE 


OVER 


OF 


ong 


Newspaper Printing 
represented by the 


NEW HOMES 


have been added in Nash- 
ville (Davidson County) in 
the past ten years. This 
record was accomplished 
in spite of the non-build- 
ing war years. Hundreds 
of new homes are now 
being built at an even more 
accelerated rate... for 
new families whose incomes are adding more 
and more to the “‘Money Town” of the South. 


Reach this prosperous market through two great newspapers. 


Nashville Banner The Nashville Tennessean 
fuemng. 


—_——~] 
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The ''MONEY TOWN” of the South 


PROGRESS 


Y2OOO 


Corporation, Agent 
Branham Company 


SURPRISE FOR BEN—Anthony J. Math, right, president of Sin- 
clair & Valentine Corp., presents a picture printed with attar of 
roses-perfumed ink to Ben Franklin, impersonated by Jabez 
Gray of American National Theater & Academy, at the Printing 
Week luncheon of the Sales Executives Club of New York. En- 
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Advertising Age, January 30, 
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joying the proceedings are (left to right) Marvin Pierce, prey 
ident, McCall Corp.; Andrew J. Haire, president, Haire Pub 
lishing Co.; Philip C. Carling, president, Association of Adver. 
tising Men; Frank A. Schweinsberger, president, Association of 
Production Managers, and Paul B. West, president, ANA. 


New YorkK—Vigorously denying 
allegations made at recent conven- 
tions that “the shoe industry is 
sick because its merchandising 
habits are bad,” John Reilly, men’s 
shoe editor of Boot & Shoe Record- 
er, in an article in the Feb. 1 
issue declares that, “for an adver- 
tising appropriation in national 
magazines of less than $9,000,000, 
we produce, or at least capitalize 
on, a retail market with a value 
at close to $3 billion. 

“Just what percentage of this 
market is actually developed by 
advertising,” Mr. Reilly points out, 
“would be difficult to say. Yet 
the fact remains that the only meas- 
uring stick we have is the com- 
parison of the two over-all fig- 
ures. Whether an additional $9,- 
000,000 would increase by even a 
small fraction the present $3 bil- 
lion at retail is debatable. 


ws “Tobacco, considered a promo- 
tionally alert industry, spends $33,- 
000,000 annually to produce a mar- 
ket of $4.1 billion at retail. Of 


course, it can be argued that shoes 


How Far Can Advertising Expand 
Shoe Market? ‘Recorder’ Asks 


are a necessity, not a luxury, and 
that for our expenditure of $9,- 
000,000 we should be drawing 
more consumer dollars from lux- 
ury goods for shoes. However, it 
can be stated with equal sound- 
ness. that we have the necessary 
advertising dollars for development 
of our potential because the stabil- 
ity of the industry makes those 
dollars available.” 

Mr. Reilly points out that men’s 
shoes, “a perennial whipping boy 
whenever the industry at large is 
taken to task, stands up well by 
sales performance comparison with 
other lines of men’s apparel.” 

He notes that 107 manufacturers 
of men’s shoes, using about that 
many pages of advertising in na- 
tional magazines in 1949, delivered 
a per capita consumption of 1.87 
pairs. The men’s apparel industry 
with a considerably larger budget 
and using vastly more space, Mr. 
Reilly says, “was unable to sell 
more than one-half of one suit per 
capita to American male consum- 
ers.” 

Mr. Reilly says also that, “con- 


made sales 


HISTORY 


during 


1949 


OS 


tion 


Brookfield Cheese Slicer 


Used by Swift 


Walnut Chopper 
Used by Cali- 
fornia Walnut 
Grower's As- 
sociation 


Princess Server Set 
Used by Ralston 


Shortening 
Measure 
Used by National 
retailer- 
Grocer's Associa- 


owned 


Nut-Meat Chopper 
No. 571 


20¢ self-liquidator 


$2.00 self-liquidator 


Hostesset— 
No. 470 


50¢ self-liquidator 


Cleanser Cover—No. 483 
35¢ self-liquidator 


Sunmaster Jr. Clothesline No. 861 


fi 


600 WEST PRATT BOULEVARD + CHICAGO 45, ILLINOIS 


These Tks TED 


PREMIUMS 


get SALES ACTION! 


@ Here are items of wide appeal...great 
point of sale producers—They build 
good will and advertise your product 
inside American Homes. 


Designing —Modeling —Tooling 
Manufacturing—Mailing. We do 
a complete job... Tailor made 
to your requirements. 


Write— Wire—Phone—Let us show you 
what.we can do. There is no obligation. 


trary to popular beliefs, most shoes 
sold are sold branded. Ever since 
John Hanan in 1886 called his son 
into his office and startled him 
with the revolutionary statement 
that he thought it was about time 
that their product carried an iden- 
tifying name and symbol, brands 
have been on the increase... 

“In 1950, all but 7% of our pro- 
duction carries a trademark of 
some sort; 83% bears the label ofa 
manufacturer or wholesaler or 
chain store; the remaining 10% 
that of an independent retail or 
department store. 

“It is one matter to advertise 
and promote vigorously with a 
view to wresting every possible 
sale out of a potential market, and 
still another to delude oneself into 
wasting money and energy in vain 
pursuit of a larger share of that 
‘will-o-the-wisp,’ disposable in- 
come. The saturation point prob- 
ably has not been reached in shoes, 
but eventually it must arrive just 
as it must arrive inevitably in 
automobiles, refrigerators, apparel 
and other consumer goods. 


a “The shoe industry is not a 
glamour industry,” Mr. Reilly de- 
clares. “It has had its eye teeth cut 
by generations of competitive sell- 
ing. It is not in its infancy pro- 
motionally, nor has it reached 
senility either. We, in shoes, are 
not standing breathlessly on the 
threshold of an electronic develop- 
ment and it would be suicidal for 
us to entertain for a moment those 
visionary conjectures which spark 
the advertising imagination in oth- 
er consumer fields.” 

To the charge that shoe adver- 
tising is badly and perversely timed 
and bears no relationship to shoe 
selling, Mr. Reilly notes that dur- 
ing the past generation, when shoe 
advertising first came of age, cer- 
tain concepts of advertising tim- 
ing were evolved. 

“While they fitted the merchan- 
dising patterns of the time,’ Mr. 
Reilly says, “undeniably they made 
for peaks and valleys of promo- 
tional effort. Some still persist. For 
example, the tradition that we 
must have an Easter or spring 
opening advertisement which fea- 
tures whites and spectators, a back- 
to-school and fall opening ad and 
the cruise and resort or advance 
spring ad. 


s “How scientific this was or is 
today where it has been retained 
is open to argument. However, you 
may be sure that the users of 
large advertising space do not com- 
mit themselves to insertions hap- 
hazardly and that they make 
every inch of space count. When 
their schedules are announced it 
is only after careful consultation 
with qualified media specialists 
and with their customers on the 
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i] firing line. 

auch of the criticism directed 
against national advertising,” Mr. 
Reilly declares, “stems from the 
fact that much of the advertising 
labeled ‘national’ fails to meet a 
minimum requirement for that 
classification. It is generally agreed 
among advertising people that an 
expenditure of less than $10,000 
annually does not qualify an ad- 
yertiser for ‘national’ recognition. 

“In 1948, of 107 men’s shoe man- 
ufacturers advertising in national 
media, only 46 spent more than 
$10,000; of 209 manufacturers of 
women’s shoes, only 94 spent the 
required amount; of 52 advertis- 
ers of children’s shoes, only 17 
met the test... 


« “If any one segment of the shoe 
industry is open to a charge of 
waste and inefficiency in its ad- 
yertising, it would be this group, 
who have been deluded into mak- 
ing what some of them believe to 
be a national effort. However, 
many of them realize that their 
programs are ineffectual when 
considered in the light of being 
national advertising, but justify 
them because of their so-called 
trade’ influence. Here inefficiency 


“A review of the shoe merchan- 
dising history for the past 50 years 
shows the . merican shoe salesman 
to have been among the first to 
make the retailer’s business prob- 
lems his own. The very nature of 
the shoe business makes such co- 
operation a necessity.” 


FRANK A. KETCHAM 

New YorK—Frank A. Ketcham, 
74, retired chairman of the board 
of the Graybar Electric Co., an 
outgrowth of the Western Electric 
Co., died Jan. 24 at his home in 
New Rochelle, N. Y. Before his 
retirement in 1944, Mr. Ketcham 
won renown for his plan of hav- 
ing employes buy stock in the 
company as a means of sharing 
greater responsibility. 

Born in Saginaw, Mich., he at- 
tended the University of Michigan 
and then joined the advertising de- 
partment of the Western Electric 
Co. in Chicago. In 1918 he be- 
came general sales manager and 
supervised the distribution of all 
telephone instruments used by the 
Bell Telephone System in the 
United States. 

In 1925 he became executive 
vice-president of Graybar after 
it absorbed Western Electric’s sup- 
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- CRESMER & WOODWARD, INC. 
National Representatives Including Sunday Magazine are 


manager of the Union, Springfield, 
Mass., died of a heart attack here 
Jan. 13. 

Mr. Jackson also served for a 
time in the advertising department 
of the Transcript-Telegram, Holy- 
oke, Mass. 


LYNDELL D. SIBERT 
Detroit—Lyndell D. Sibert, 52, 
assistant media director of D. P. 
Brother & Co. since 1934, died of a 
heart attack while at work Jan. 16. 


JAMES S. NUTTER 

San Francisco—James S. Nutter, 
40, head of his own agency here, 
died Jan. 17 after a long illness. 

Before opening Nutter & Asso- 
ciates, Mr. Nutter was with the 
public relations department of 
United Airlines in Seattle. 


GARRETT M. STACK 


GUILFoRD, Conn.—Garrett M. 
Stack, 64, longtime publisher and 
editor of Poultry Billboard, died at 
his home here Jan. 13 following a 
long illness. 


THOMAS E. WALSH ‘ 

WINpDsoR, OntT.—Thomas E. 
Walsh, 61, founder of Walsh Ad- 
vertising Co., and a vice-president 
of McGuire Advertising Ltd., died 
Jan. 24 in his office. He sold his 
own agency here in 1946 and later 
joined McGuire, which he had also 
helped to organize. 


ELTON R. SNELL 


NorRWALK, Conn.—Elton R, Snell, 
57, salesman for the Rogers & Stev- 
ens store of South Norwalk, Conn., 
and onetime advertising manager 
of the Norwalk Sentinel, died at 
his home here Jan. 18. 


Franklin Transformer Names 


William C. James has been pro- 
moted to general sales manager of 
Franklin Transformer Mfg. Co., 
Minneapolis, manufacturer of au- 
tomotive service equipment and 
home freezers and refrigerators. 
F. R. Jurisch has been named to 
assist Mr. James in the refrigera- 
tion sales division. H. S. Dahleen 
is supervisor of the automotive 
sales division. 
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NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE FOOD STORES 
CANNOT BE SOLD.... 
....FROM THE OUTSIDE 


FOOD ADVERTISERS NOTE: Bayonne resi- 
dents spend 33c out of every dollar for 
food. This is 9c more than the national 
average . . . Don't miss this important 
market, advertise in THE BAYONNE TIMES. 
Source — Sales Management. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., W. Y. + 228. LaSalle St., Chicage 


Here's the Binder you've been waiting for! 


Each handsome, simulated leather binder holds 26 issues of 
ADVERTISING AGE. Opens FLAT so that you can easily refer to 
each issue and to each page within each issue. 


Takes only a few seconds to insert or remove copies. 


Good-looking — yet tough — made to take it. Decorated with 
gold-stamped ADVERTISING AGE logo on cover and backbone, 
and either ““JAN-JUNE”’ or ‘‘JULY-DECEMBER" on backbone. 


Each binder $3.50 . . . or $6 for set of two. 


ADVERTISING AGE 
100 EAST OHIO STREET 
CHICAGO 11, ILLINOIS 


28 Cb 6 6 OS F OR 
oe €.0.3 @es £9 © & 66 


[_] Payment enclosed 


VTC ie eoBie £€0 se © 2 Ge a's 


[_] One Binder $3.50 
(for 26 issues) 


We pay the postage. 


iol i alatieemmitisonensenend ORDER TODAY! —-- 


Please send immediately to 


eee © 4.6 ¢ Oe Be oe 6 6 OHS 4-6 2 


i ie 


[_] Two Binders $6 
(for 52 issues) 
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[] Bill me later 


“eee ee ee ¢¢6@08 €¢8 8 


[] Bill my firm 
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Hearings on 742¢ and 242¢ 
Coins Expected Next Month 

As a result of increased con- 
gressional support, hearings on 
proposals to mint 74%¢ and 2%¢ 
coins probably will be held next 
month by a Senate banking and 
currency subcommittee, according 
to Edward J. Mehren, president, 
Squirt Co., Beverly Hi'ls, Cal. 

Mr. Mehren, who also is board 
chairman of the American Iinsvcitute 
for Intermediate Coinage (AA, 
Feb. 14, 1949), has been traveling 
extensively enlisting support for 
the fractional coins. Last week, 
in Chicago, he said there is a 
good possibility that Congress may 
actually vote on the new coins this 
year. 


Lenses 


Here's what you've been 
looking for—a compre- 
hensive manual with 
prints of selected govern- 
ment photographs im- 
mediately available 
Designed for needs of advertising 
managers and agencies, publishers, 
illustrators, decorators, TV and motion 
picture producers, etc. This permanent 
handbook delivers 672 miniature 
photographic prints for study and 
selection—numbered, cross-indexed, 
captioned —with wide subject range 
Has a valuable explanatory text on 
the tremendous and little-known 
government photographic reservoir 
Offers search service for photog- 
raphy not cataloged Photographs 
available as copy negatives, repro- 
duction prints, bleachouts, murals, 
Translites, etc. at low cost. Price— 
only $7.50 postpaid Or send for 
detailed information—no obligation. 


WASHINGTON COMMERCIAL CO., 1. B. B. Bldg. 


1200 Fifteenth St., W.W., Washington 5, D.C. 


\Experts Bandy 


Hot Words Over 
TV Color Plans 


(Continued from Page 1) 
confirmation of the accusations 
that have been made by small 
broadcasters about the NAB that 
the NAB speaks for the power seg- 
ments of the industry.” 


a The exchange represents a sharp 
break between Jones and the as- 
sociation. A former Republican 
congressman, he shared many of 
NAB’s concepts of industry-com- 
mission relations, and has been a 
leader in the fight for legislation 
to overhaul FCC’s administrative 
proceedings. A Jones dissent led, 
a year ago, to FCC action reversing 
the famous Mayflower decision 
preventing broadcasters from edi- 
torializing. 

In his letter to the NAB presi- 
dent Tuesday, Jones wrote: “I am 
concerned by your intimation that 
the power of government is being 
used or there is a threat that it 
may be used to force assembly-line 
production before laboratory work 
has been done which is necessary 
for the development of new indus- 
trial procedures. 

“IT am amazed that a former 
judge of the court of appeals, a 
lawyer who has spent many years 
as head of the NAB and who holds 
himself out as an expert on the 
Communications Act and the Con- 
stitution, should lend currency to 
this false shibboleth in the color 


NO P.I. DEALS!... 


One Rate For All! 


WE DO NOT ACCEPT P.!I. PROPOSITIONS 


It’s a matter of principle. We make our money from the sale 


of time — and we do well. 


We refuse to enter into competition 


with any manufacturer or advertiser, or any dealers or agents 


representing them. 


We sell for YOU — Mr. 


Advertiser — 


NOT US! We're in the business of entertainment and service 
to the public, providing YOU a great audience for YOU to 
reach with YOUR sales message. 


Any Hooper report will prove that we consistently accomplish 
that job. Our never-longer-than-now list of clients proves that 
most advertisers recognize and appreciate that. 


WE DO NOT CUT RATES... WE DO NOT VARY RATES 


We have one rate — and one rate only. 
No one pays more than you. 
This is a long-established policy. There’s no 
such thing as “get it for me wholesale” 


on KRNT cheaper than you. 
one rate for all. 


same low-rate-per-impact. 


No one can buy time 
It's 


Everyone can earn the 


Our Listeners and Advertisers Have Long Since Learned 


Most-Believed-In, 
Stations. 


That Our Principles Are Not for Sale. 
the Reasons That KRNT Is One of the Nation’s Most-Used, 
Most-Proved and Highest-Hooperated 


And That's One of 


ES — THE REGISTER AND TRIBUNE STATION E 


REPRESENTED BY THE’ KATZ AGENCY 
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proceeding. 

“All that is involved in these 
proceedings is: Shall color be sup- 
pressed by keeping the standards 
exclusively for black and white 
television so that the American 
public will be deprived of color 
television? 


s “And certainly you would be the 
last one I would expect to interpret 
the commission’s rule-making pro- 
ceeding as forcing anyone to man- 
ufacture anything. There cannot be 
any misunderstanding between you 
and: me as lawyers on this point. 
And the industry doesn’t misunder- 
stand it either; witness its long 
record of not producing FM sets to 
meet the public demand. 

“With reference to television, 
there is no connotation in this 
hearing that the commission is 
forcing an assembly-line produc- 
tion of anything and can’t be be- 
cause the Communications Act 
does not comprehend regulation of 
receiving sets. 

“There is, however, a considera- 
tion of free competition between 
husky black and white and infant 
color. I have never thought of you 
or the NAB as being on the side of 
those who would urge commission 
rules which would eliminate this 
or any other kind of competition. 

“In the present hearing record 
and the issue before us there is 
nobody tacitly or specifically urg- 
ing that the commission assume 
jurisdiction over receiver produc- 
tion, On the other hand, the in- 
dustry again is implicitly trying to 
get a decision which will freeze 
television in black and white until 
they have exhausted the market. 

“Such a decision, which the in- 
dustry seeks, and it appears you 
would favor, might well inject us 
into the Stalin type of regulation 
of receiver sets which both you 
and I condemn,” 


Calvert Boosts Ames, Frost 


Nat Ames, assistant national 
sales promotion manager of Cal- 
vert Distillers Corp., has been pro- 
moted to sales promotion mana- 
ger for Lord Calvert and Calvert 
Reserve. Benjamin D. Frost, of the 
Carstairs sales promotion depart- 
ment, has been appointed sales 
promotion manager of the com- 
pany’s Carstairs division. 


Herbert to Campbell-Mithun 


Edward C. Herbert, formerly ac- 
count executive with W. W. Gar- 
rison & Co., Chicago, has joined 
Campbell-Mithun, Chicago, in a 
similar capacity. Mr. Herbert will 
handle the account of the Coolera- 
tor Co., Duluth, which recently ap- 
pointed Campbell-Mithun to direct 
its advertising (AA, Jan. 23). 


Names Geare-Marston 


National Selected Products, New 
York, maker of food specialties, has 
appointed Geare-Marston, New 
York, as its agency. Roy s. Dur- 
stine Inc. formerly had the ac- 
count. 


KUDOS FOR MARGO—Dallas Advertising League's Kudos College adds another pres. 
ident in Margo Jones, whose Theater ‘50 and Broadway activities have helped keep 
Dallas in the limelight. Smiles wreath faces as Roy Cowan, of Southwest Printing Co., 
presents Miss Jones with appropriate parchment. Others (left to right) are James 
Floyd, ad manager, Lone Star Gas Co.; Mrs. R. J. Burke and her husband, owner of 
R. J. Burke Advertising; Monty Mann, vice-president in charge of the Dallas office 
of Glenn Advertising, and P. M. Rutherford, ad manager of Dallas Power & Light 
Co. and Ad League president. 
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Homemade TV Color 
Sets Please CBS; 
Showings Continue 


New YorK—Columbia Broad- 
casting System’s color television 
system last week was enjoying 
a boom from an unexpected source 
—newspapers, whose feature writ- 
ers located several individuals who 
have converted their TV sets for 
color reception. 

First came the Newark News, 
which discovered Forrest Killy, 
a 28-year-old electrician who 
rigged up his own color set by fix- 
ing up a color wheel made of a 
few cents’ worth of cellophane. 
Newspapers throughout the coun- 
try carried the story. 

A couple of days later the Wash- 
ington papers—Star, Times-Her- 
ald and Post—found a local ama- 
teur scientist who had made his 
own TV color converter. The 
Brooklyn Eagle located a home- 
made color receiver in Brooklyn 
and the New York Post found one 
in The Bronx. 


s A spokesman for CBS estimated 
that there are 25 to 50 people in 
the East who have converted their 
receivers to pick up special color 
programs. 

“This backs up what we have 
been telling the Federal Communi- 
cations Commission all along,” the 
Columbia spokesman said. “Ours 
is a simple color system, which 
can be easily adapted for use on 
present sets.” 

Meanwhile, CBS continued to 
collect impressive clippings for its 
scrapbooks in Washington where 
public color telecasts were being 
held. Between 7,000 and 8,000 of 
the more than 10,000 persons who 
|had watched the programs filled 


out questionnaires indicating their 
reaction. The results will be re. 
ported to the FCC late in February, 
A preliminary count indicates that 
nine out of ten people who saw 
the color TV rated it “much more 
enjoyable than black and white.” 


CBS Gains 3 and 


Loses 2 Sponsors 


New YorK—Colgate-Palmolive« 
Peet Co. has signed for a new 
daily program over CBS starting 
early in March. It will amount to 
approximately $1,000,000 in gross 
yearly billings. Time was bought 
through William Esty Co. 

The show, to be decided upon 
later, will 
through Friday from 4 to 4:30 
p.m., EST. 

Other new business came from 
the network’s subsidiary, Colum- 
bia Records, which will sponsor 
the “LP Record Parade” on Sun- 
days at 4:30 p.m., EST. Placed 
through McCann-Erickson, the 
30-minute session of concert and 
popular music will start Feb. 5 

In addition, the network will 
pick up approximately $800,000 in 
annual billings from Chesterfield’s 
new Saturday night “Arthur God- 
frey Digest.” 


# Cancelation notices were also in 
evidence at CBS last week, how- 
ever. 

Prudential Insurance Co. (Ben- 
ton & Bowles) served notice that 
its “Family of Stars” will be dis- 
continued after Feb. 26. And 
word was received from American 
Tobacco that it will end its spon- 
sorship of the Joan Davis show as 
of March 3. The latter was carried 
by Roi-Tan cigars through Law- 
rence C. Gumbinner Advertising 
Agency. 


WHERE AL 


L AMERICA 


“Test Town, U.S.A.” is perfectly typical of the entire U.S.A. 
The U.S. Government chooses South Bend for important 
tests and studies. More and more advertisers are trying 
out new products and sales appeals here. More and more 
are learning that results in “Test Town, U.S.A.” are accu 
rate, clear-cut, reliable. One newspaper—and only one— 
covers this outstanding test market. Get all the facts. Write 
for free market data book entitled “Test Town, U.S.A.” 


Soulh Mend 
6 Gribune | 


LIVES 


All 
Business 
Is 


Advert 


‘Col 
Pla 
by] 


NEW 
tical C 
control 
dustry, 
for ind 
cold pr 
ageme! 

Inhis 
Ameri 
let wa 
stallati 
pensar’ 
compa! 
posters 
to emp 
ence | 
mine 
$16.20. 


a Ellic 
ident, | 
prescri 
histam 


be heard Monday® March 


Local 


3 = ee 5) ee 
ee i eo % — E 
Giese ae - ied - ke : Oe. z 
La ee ae i egies z E ad 
.) : Ce ee vee aK Oey & ey cee hae “*o hae ; 
; ‘ a ‘ i ie eS 
: ove + 
yo RPT err! | eee oe Se 
i : a ~ 
nee: 
eee. 
cae | 
nite He pre 
in 1951] 
: | accoun 
ah busine 
= as Mr 
ie “stops’ 
i out thi 
ite therap 
oe Pro 
Bitte trol pl. 
“ gle an 
| CCS in Bus 
4 ee try, Ne 
i tional 
vt appeal 
eal not be 
Beas 
ie ANAI 
ae IN BI 
ee Nev 
oe switch 
ae “A Cl 
ed a new 
at ee “Succe 
, o , ee ee ee ee last w 
he ee York, 
ee: TT e_=e”"”W"WV”Av"“w”’w?—- EE the cz 
idl ee - ola 
ee od 
a a Flar 
. Anahi 
contai 
compa 
— page | 
4 report 
is As | 
eae ee cess § 
tet sults « 
sagen among 
yr Electr 
oe. starte 
en ee sults 
eer uary | 
mites ee ene enna 2 & Sur 
Bgern 
cen Anahi 
wi : by-bl 
ae pe pany’ 
res preve 
mary 
ae a antihi 
an of co 
Bei: a & . sizes 1 
gas prove 
be colds 
repor’ 
5S Ss Ful 
Pee , = 
aoe = zine, 
hime | ce w h eee lien’s, 
. e ca 
ee Redb 
BEDE Wom 
oat / / a Nig <= ie } Fo 
; me , “ONG & A the a 
ee DES MOIN . “" SS = a | Med 
ios : | Cae a 2 ] uc 
Vf SOUTH BEND, : 3 ay 
oa The station with the fabulous personalities and the astronomical Hoopers . a fre 
ays IND, STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES ™Odi 
a ae a ca a hs ae ge aie rh pose ze se i aes Ph tie . Bans a <i me ee , - eg ent ie eee | 2g, whe ons Es ee aren $ te i oe a a . ee ee oy a af Le oe * Meee a ; ae pe oo Re a 
i, Sith eet Ps > etude GIR OE Mie RRC SONG AMEE RON EN ARLE NRE I BINNIE GS 


her pres. 
ed keep 
ting Co, 
e James 
owner of 
as office 
& Light 


LL 
ng their 
be re. 
ebruary, 
ites that 
rho saw 
ch more 
white.” 


molives 
a new 
starting 
ount to 
N gross 
bought 


d upon 
onday 
to 4:30 


e from 
Colum- 
sponsor 
n Sun- 
Placed 
1, the 
rt and 
Feb. 5, 
k will 
),000 in 
rfield’s 
r God- 


also in 
, how- 


(Ben- 
‘e that 
e dis- 

And 
erican 
spon- 
10W as 
varried 

Law- 
rtising 


).S.A. 
yrtant 
rying 
more 
accu- 
ne— 
Write 


‘Cold Control 
Plan’ Readied 
by Inhiston 


New YorkK—Union Pharmaceu- 
tical Co. has developed a “cold 
control plan” for business and in- 
dustry, and will kick off promotion 
for industrial merchandising of its 
cold preventive, Inhiston, in man- 
agement magazines next month. 

Inhiston will be offered to 
American business in a 1,000-tab- 
let wall-bracket dispenser for in- 
stallation in plant and office dis- 
pensaries. The unit will be ac- 
companied, without cost, by cups, 
posters, stickers, a suggested letter 
to employes, and a 32-page refer- 
ence compendium on antihista- 
mine therapy. It will retail for 
$16.20. 


s Elliott A. Bowles, company pres- 
ident, estimates that retail sales of 
prescription and direct-sale anti- 
‘histamine products this year will 
amount to more than $100,000,000. 
He predicted a $150,000,000 volume 
in 1951, with regular co!d remedies 
accounting for $50,000,000 of the 
business. 

Mr. Bowles considers the word 
“stops” in Inhiston copy as of the 
“utmost importance.” He pointed 
out that it describes antihistamine 
therapy, but does not mean “cure.” 

Promotion of Union’s “cold con- 
trol plan” will be spread with sin- 
gle and double pages next month 
in Business Week, Modern Indus- 
try, Nation’s Business and Occupa- 
tional Hazards. Advertising will 
appear in consumer magazines in 


@ March, but media schedules have 


not been released. 
Cecil & Presbrey handles the 
account. 


ANAHIST SHIFTS COPY 
IN BIG NEW DRIVE 

New York—Anahist Co. has 
switched campaign themes from 
“A Clinical Proof” ads to launch 
anew series in newspapers titled 
“Success Story.” First introduced 
lat week in full pages in New 
York, Washington and Chicago, 
the campaign will spread across 
the country with full-page news- 
paper ads. 

Flanked by copy blocks telling 
Anahist’s success story, the ad 
contains a reproduction of the 
company’s conventional consumer 
page quoting the Reader’s Digest 
report. 

As an additional feature, “Suc- 
cess Story” summarizes the re- 
sults of a “controlled clinical test” 
among 1,754 employes of Sylvania 
Electric Products, which was 
started in January, 1949. The re- 
sults first appeared in the Jan- 
uary issue of Industrial Medicine 
& Surgery. 


s Under ‘appropriate headings, 
Anahist copy gives readers a blow- 
by-blow description of the com- 
pany’s introduction of the cold 
preventive, ending with a sum- 
mary of present conditions in 
antihistamines. Admitting the class 
of competition, the copy empha- 
sizes that Anahist is “the only drug 
proved clinically effective for 
colds in the rigidly con‘rolled tests 
reported therein.” 

Full-page magazine promotion 
will follow in American Maga- 
zine, The American Weekly, Col- 
lier’s, Cosmopolitan, Look, Mc- 
Call’s, Parade, Parents’ Magazine, 
Redbook, This Week Magazine and 
Woman’s Home Companion. 

Foote, Cone & Belding handles 
the account. 


Medical Agency Names Peck 
Sudler & Hennessey, New York, 

has appointed Paul Peck, formerly 

a free lance medical artist, as 


medical director and illustrator. 
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Last Minute News Flashes 


Mason Succeeds Morse at ‘Telegram & Sun’ 


New YorkK—Kenneth Mason, assistant promotion manager of the 
World-Telegram and The Sun, has been named promotion manager. He 
succeeds Hazen H. Morse, who resigned as of Feb. 1. 


Champ Hats Appoints Hirshon-Garfield 


PHILADELPHIA—Champ Hats has appointed Hirshon-Garfield, New 
York, as its agency. Walter Weir Inc. formerly had the account. 


CCA Interviews 12 Today for Managing Director 

New YorK—More than 12 candidates will be interviewed by the 
board of directors of the Controlled Circulation Audit today (Jan. 30) 
for the position of managing director, succeeding the late Frank L. 
Avery. Robert G. Macbeth, advertising manager of the Fairbanks Co., 
is chairman of the CCA screening committee. 


Woolworth Schedules 2nd Newspaper Series 


New YorK—F. W. Woolwerth Co. will break the first of five weekly 
insertions of 600 lines in 126 newspapers in 70 cities Jan. 30, featur- 
ing toiletries. The schedule calls for insertions Jan. 30 and 31, Feb. 
7 and 8, 14 and 15, 20 and 21, and Feb. 28 and March 1. This is the sec- 
ond series of newspaper ads featuring merchandise run by Woolworth. 
The first appeared in May, 1949 (AA, May 16, ’49). Lynn Baker Inc. 
is the agency. 


Magazines Still Dickering on Drug Store Study 

New YorK—Negotiations are still in progress between the National 
Association of Magazine Publishers and the National Association of 
Retail Druggists relating to a study of pefiodical sales in drug stores. 
Contract is being held up pending agreement on number of stores, 
their location and whether the survey is to be made in chain or in- 
dependently operated stores (AA, Jan. 16). 


LBI Wiil Follow ‘Life’ Spread with 3 More Ads 


New YorK—A series of three new ads will follow in the campaign 
kicked off in Life last week by Licensed Beverage Industries as in- 
stitutional promotion for the industry. The first copy featured industry 
leaders; successors will feature a tavern owner, a package store own- 
er, and a distillery worker. Collier’s, Life and Look, plus business pa- 
pers, are scheduled. Fuller & Smith & Ross handles the account. 


Gets Philip Morris Outdoor Test; Other Late News 


The Philip Morris & Co. test of outdoor advertising in New England 
(AA, Jan. 23) will be placed by Cecil & Presbrey. 
e Lawrence E, Proesch, formerly manager of sales testing in Lever 
Brothers’ sales promotion department, has joined National Cranberry 
Association, Hanson, Mass., as manager of sales promotion. 
e The American Association of Advertising Agencies has elected Price, 
Robinson & Frank, Chicago agency formed in a split from C. J. LaRoche 
& Co., to its membership. 
e Kenyon & Eckhardt, New York, has resigned the Mergenthaler 
Linotype Co. account, as of March 31. W. L. Bartlett, Mergenthaler 
ad manager, told AA he is analyzing qualifications of prospective agen- 
cies and that no appointment will be made until he has completed his 
analysis. 
e U. S. Steel Corp. is expanding its institutional label campaign, 
which it has been featuring in consumer publications, to include bus- 
iness papers regularly used by the corporation. 
e First of regular monthly estimates on spot radio is expected to be 
released by the National Association of Radio Station Representatives, 
New York, early in April, covering January sales. 
e Broadcast Measurement Bureau will start forwarding station re- 
ports based on Study No. 2 tomorrow (Jan. 31). Reports covering net- 
work circulation will be completed within a couple of weeks. 


e E. I. DuPont de Nemours & Co. will launch an aggressive merchan- 
dising campaign on its nylon bristle paint brushes, with b&w half- 
pages monthly for the next four months, and half-pages in two- 
colors in April, May and June, in American Home, Better Homes & 
Gardens, Country Gentleman, Mechaniz Illustrated, Popular Mechanics 
and Popular Science. Campaign is being backed by business paper 
advertising, dealer aids and wide distribution of promotional ma- 
terial. 

e On April 1 the Los Angeles News will change from an all-day to 
an evening daily. The move has been tested in outlying areas re- 
cently and no loss in circulation need occur, officials say. The Los 
Angeles Times has denied rumors it may buy into the News. 

@ Dorothy Schiff, owner of KLAC (AM and TV), Los Angeles, and 
of the New York Post, has sold Station KYA, San Francisco, to J. El- 
roy McCaw for approximately $200,000. Mr. McCaw owns KELA, Cen- 
tralia, Wash. : 
e*Joe H. Serkowich has been promoted from assistant advertising 
manager to advertising manager of R. G. LeTourneau Inc., Peoria, 
Ill.. succeeding Eugene E. Weyeneth, who has joined McGraw-Hill 
Publishing Co. 

e Bristol-Myers Co. will use 1,000 to 1,800-line ads in 158 newspapers 
in 138 cities, and spots on 103 stations in 35 cities, starting early next 
month, to launch a new “economy size” Ipana toothpaste package. 

e Chrysler Corp. on Thursday sent out blanket cancelations on all ad- 
vertising, as a result of the strike which started in its plants here 
Tuesday. Orders, applying to all four Chrysler automobile lines, are 
to cancel everything that can be caught. Chrysler was reported (AA, 
Jan. 16) to have earmarked $30,000,000 for promotion of its 1950 
Plymouth, Dodge, DeSoto and Chrysler lines. 

e One of those things has happened to Pabst. A full-color ad for the 
brewer, appearing on the back cover of the forthcoming March Es- 
quire, features Hap Arnold and Mrs. Arnold enjoying the brew at 
their California home. It was impossible to catch the insertion—a re- 
run of an ad first used last year—after the general’s death, but Esquire 
will carry an inside editorial note explaining the circumstances. 


To DeMunn & McGuiness line of milk food products for 

Midwest Dried Milk Co., Dun-| poultry and livestock. Farm jour- 
dee, Ill., has appointed DeMunn &| nals, feed trade publications, di- 
McGuiness, Chicago, to direct the| rect mail and point of sale promo- 
advertising of its Dari-Dri-Solids!tion will be used. 
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THRIFT—Poor Richard even got into Bos- 
cul coffee copy in Philadelphia in a new 
series that started in the Quaker City 
Jan. 22. Wm. S. Scull Co., Camden, N. J., 
will expand the schedule through Penn- 
sylvania and then the eastern region. 
lewis & Gilman, Philadelphia, is the 
agency. 


Railroad Ad Execs 
Eye TV as Railroad 
Advertising Medium 


Cuicaco—The 90 advertising 
managers of major railroads who 
met here for their annual confer- 
ence last weekend were more than 
casually interested in television as 
a railroad advertising medium. 

The annual meeting of the Asso- 
ciation of Railroad Advertising 
Managers heard Bell Telephone 
Co. television officials discuss re- 
cent TV developments. During the 
discussion period which followed, 
representatives of the “big six” 
railroads indicated that they were 
contemplating using the medium 
on an experimental basis. 

However, 1950 television bud- 
gets of such roads are not expected 
to equal the Santa Fe’s expendi- 
tures for its recent series of Burton 
Holmes films on video. 

Fred Q. Tredway, Southern Paci- 
fic ad manager, charged that air- 
line advertising comparing rail 
and air rates is unfair in many in- 
stances. He indicated that the rail- 
roads will work through Better 
Business Bureaus in attempting to 
eliminate misleading claims. 


es Asa result of the Santa Fe’s suc- 
cess with its simplified timetable, 
other roads may soon follow suit. 
A. A. Dailey, advertising manager, 
Santa Fe System Lines, told the 
group how the new timetables have 
pleased railroad travelers and cut 
timetable costs in half. 

The simplified train schedule, 
introduced last year, contains 24 
pages, as compared with the old 
68-page system folder. It is de- 
signed exclusively for passenger 
use. The “standard” timetable, for 
ticket agents, has been retained. 
However, the Santa Fe only 
printed 250,000 copies of the stand- 
ard edition last year. During the 
previous year, 1,750,000 copies 
were required. 

Walter S. Jackson, ad manager 
of the Chesapeake & Ohio Rail- 
way, was elected president of the 
association. Other new officers in- 
clude Albert W. Eckstein of the 
Illinois Central System, Fred Q. 
Tredway of the Southern Pacific 
and C. C. Dilley of the Milwaukee 
Road, vice-presidents; L. A. Brown, 
Wabash Railway, treasurer, and 
R. P. Shaffer, Chicago & North 
Western, secretary. 


ABP to Meet in Chicago 
Associated Business Publications 
will hold its annual conference 
May 3-4 at the Drake Hotel, Chi- 
cago. The switch from Hot Springs 
to the Midwest was made in order 
to make the meeting, scheduled 
“to put the fullest emphasis on bus- 
iness and on our current problems 
and opportunities... accessible to 
a much larger representation from 
individual publishing houses.” 
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Western Ad Group 
Adds 3 Clubs; Hits 
Langer Liquor Bill 


San Jose, CaL.—At a busy mid- 
winter conference attended by 125 
member club delegates, the Ad- 
vertising Association of the West: 

Passed a resolution opposing the 
Langer bill to ban interstate liquor 
advertising. 

Admitted three junior advertis- 
ing clubs (of Gonzaga College, 
Salt Lake City and University of 
Arizona), bringing club member- 
ship to 49. 

Heard an outline by Russell 
Palmer, chairman of the associa- 
tion’s small business advisory com- 
mittee, of a new book that will 
show retailers how to use adver- 
tising effectively. The AAW will 
publish the book and sell it in 
quantities at cost. 

Named John Kemp, Hollywood 
Shopping News, vice-president of ° 
District 5, and named Glen Ballan- 
tyne, Seattle Post-Intelligencer, 
chairman of the junior division of 
the association. 

Agreed to make an annual affair 
of “Advertising Recognition Week,” 
sponsored by the association Jan. 
8-14 (AA, Jan. 16). 

The association also announced 
that the annual Frances Holmes 
award for the best advertising by 
women during the year has been 
extended to all member clubs. The 
award previously has been con- 
fined to the Los Angeles area. 


FTC to Change Its 
Policies on False 
Ads, Mason Asserts 


New YorK—Acting Federal 
Trade Commission Chairman Low- 
ell Mason predicted here Wednes- 
day that an increasing percentage 
of false advertising cases will be 
settled through informal stipula- 
tion or by “affidavits of discon- 
tinuance.” 

In an address before the anti- 
trust section of the New York 
State Bar Association, he said that 
the appointment of John Carson 
and James Mead to FTC last year 
had cleared the way for a com- 
plete revision of commission pro- 
cedure. 

“Senator Mead’s 20 years’ ex- 
perience in Congress and two terms 
in the Senate have made him al- 
lergic to agency window dress- 
ing,” Commissioner Mason said. 
“To litigate facts that a respondent 
is willing to admit as a basis for 
a cease and desist order is a waste 
of the taxpayer’s dollars.” 

Noting that Senator Mead is 
supervising investigation work, he 
said: “I am in hopes that, under 
his guidance, we can work out new 
procedures where practically all 
false and misleading advertising, 
which does not involve fraud or 
danger to the public, will be 
quickly corrected by stipulation or 
by acceptance of affidavits of dis- 
continuance.” 

He predicted that Commissioner 
John Carson, who is supervising 
trade practice conference work, 
“will turn out not only more con- 
ferences but will develop new 
guidances in the future rules.” 


Webster-Chicago Breaks 
Three-Market Test Drive 

Forty-two line newspaper tea- 
ser ads in Madison, Wis., and Ro¢ck- 
ford and Peoria, IIl., last Saturday 
(Jan. 28) opened Webster-Chicago 
Corp.’s two-month test campaign 
boosting the company’s portable 
model wire recorder ($149.50) as 
an aid to parents seeking to help: 
their children raise their grades. 

Radio spots in the three cities 
over the weekend called attention 
to the 1,500-line, editorial type 
newspaper ad which is to appear 
in one paper in each of the three 
cities this morning (Jan. 30). Simi- 
lar copy, ranging from 800 to 1,500 
lines, will run weekly through the 
end of March, 
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NEWSPAPER HOSTS—Cincinnati agency and advertising execu- 
tives were guests of the local newspapers and the 49 papers 
of the Ohio Select List at a presentation by Harold Barnes, di- 
rector, Bureau of Advertising, during the OSL’s convention. Left 
to right, standing, are Stanley Ferger, Cincinnati Enquirer; Dent 
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Hassinger, western manager, Bureau of Advertising; John W. 
Cullen Jr., John W. Cullen Co., representative of the OSL news- 
papers; William Savage, Cincinnati Post; and Karl Finn, Cin- 
cinnati Times-Star. Seated: Frank W. Spencer, Newark Advocate, 
OSL president; Mr. Barnes; Joseph Hurst, New Philadelphia Times. 


Nash Sales Increase 20% 


Nash-Kelvinator Corp., Detroit, 
reports in its annual statement just 
published that its fiscal year end- 
ing Sept. 30, 1949, was the best 
since consolidation of Nash Motors 
Co. and Kelvinator Corp. in 1937. 
Net sales for 1949 were $364,193,- 
360, compared with $302,860,264 
in 1948, an increase of 20%. Net 
profit was $26,229,930. 


WOQAXR to Bring Rural 
Net Program to N. Y. 

WQXR, AM and FM, New York, 
will carry a Rural Radio Network 
early morning weather roundup 
starting Feb. 6, under the sponsor- 


ship of United Fruit Co. Batten, 
Barton, Durstine & Osborn is the 
agency. 

Rural Network, Ithaca, is a chain 
of upstate FM stations. The five- 
minute program will cover weather 
pickups from stations in New York 
and Pennsylvania. 


Purchase Publication 

Roy Rogers and Leroy Page, 
publishers of Beverage Industry 
News, have purchased Hank John- 
son’s interest in the Western Trade 
Publishing Corp., San Francisco, 
publisher of Hotel. & Restaurant 
Operator. Mr. Johnson will remain 
with the publication in an advisory 
capacity. 


GAINS FOR WBNS— 


“cious program building . 


TIME ON WBNS— 
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1949—A YEAR OF GREATER 


The 25th year of WBNS broadcasting gave more strength to this 
station's already predominant position in central Ohio. Many thou- 
sands of listeners were added to the WBNS vast audience by judi- 
- And among radio advertisers WBNS 
was naturally first choice in central Ohio. More netional advertisers 
used WBNS during 1949 than any other Columbus station because 
experience proves that WBNS pulls greater returns at less cost. 
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important part of the daily life of every home in this rich area. Yes, 
it is one of the family who provides entertainment, news and educa- 
tion for more than 163,550 other families. 
We know its likes and dislikes. 
we produce radio that is welcomed by listeners and profitable to 


WHEN SANTA CAME TO COLUMBUS 
WBNS GAVE ‘EXCLUSIVE COVERAGE 


It's a gala time here in Columbus when the F. & R. Lazarus Company 
department store welcomes Santa. 
events and thousands throng the streets and visit the store to see 
jolly Saint Nick. Every day WBNS broadcasted the Lazarus official 
Santa Claus show with a simulcast on WBNS-TV so that no one in 
central Ohio who had ears and eyes missed out on the doings of the 


IN COLUMBUS, OHIO IT'S 


POWER 5000 D+1000+N CBS 


WBNS has built this au- 
That's why 


There are parades, floats, special 


ASK JOHN BLAIR 


‘NY Herald Tribune’ Names 
Parton Promotion Director 


James Parton, formerly editor 
and publisher of the Los Angeles 
Independent, which suspended 

ibication last 
August because 
of insufficient 
working capital, 
tas been ap- 
pointed promo- 
tion director of 
the New York 
Herald Tribune. 
He succeeds 
George Allen, 
who resigned to 
become director 
of sales promo- 
tion for McCall’s. 

Prior to starting the Los Angeles 


James Parton 


paper in 1948, Mr. Parton was with 
Time Inc. for a number of years. 
At Time Inc. he had held the po- 
sitions of aviation editor, business 
and financial editor, assistant gen- 
eral manager, organizer and man- 
ager of Time’s first international 
edition, promotion manager oi 
Time-Life International and West 
Coast bureau chief of Time, Life 
and Fortune. 


Trester Elected to Board 

Leonard W. Trester, director of 
public policy of General Outdoor 
Advertising Co., Chicago, has been 
elected a member of GOA’s board. 
Mr. Trester has been with the 
company for 24 years and has 
been active in outdoor advertising 
for 30 years. He is chairman of the 
advertising committee of the U. S. 
Chamber of Commerce. 


Paper Firm Opens New Plant 

On Jan. 31 the Atlanta Paper 
Co. will formally open its new 
building located on Marietta St., 
Atlanta. 
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Hooper Network Television Ratings 
December, 1949 
Texaco Star Theater (30 NBC cities) ....... 58.6 | Gillette Cavalcade of Sports 
Godfrey's Talent Scouts (8 CBS cities, ee ree 374 
CMAELS dwdadhesanedn'eeteronges 52.1] Stop the Music (17 ee cities, 
Toast of the Town (19 CBS cities, Admiral and Old Gold) ................ 372 
i ee be ee wg 9| Lone Ranger (24 ABC "eins, 
Godfrey and His Friends (38 CBS cities, General Mills and American Bakeries) ... 36) 
ir CREA an enews sede sop eeoed 42.5 | Ford Theater (11 CBS cities) ..........., 351 
Fireside Theater (15 NBC cities, Goldbergs (13 CBS cities, Sanka) ........ 349 
Tr Eo dinccaxbeonssticctes 40.3 
Program Hooperatings for Evening 
Jan. 15, 1949 
C. E. Hooper Inc. 
EVENING LEADERS TOP TEN DAYTIME 
Jack Benny (Lucky Strike), CBS .......... 24.7 | Arthur Godfrey (Wildroot, Chesterfield, Toni, 
it ee Se <.iciese seteseskéass 24.3 National Biscuit, Gold Seal), ar. 8&2 
Godfrey's Talent Scouts (Lipton’s), CBS ....22.2| Widder Brown (Sterling), NBC ............ 1 
Walter Winchell (Rayve), ABC ............ 21.2 | Our Gal, Sunday (Anacin), CBS .......... 74 
Fibber & Molly (Johnson's wax), NBC ...... 21.0 | Right to Happiness (P&G), NBC .......... 74 
My Friend Irma (Pepsodent), CBS ........ 19.3 Ma Perkins (Oxydol), CBS ..............., 73 
Bing Crosby (Chesterfield), CBS .......... 18.7 | Portia (General Foods), NBC ............ 72 
Bob Hope (Swan), NBC ...............45. 18.0 | Backstage Wife (Sterling), NBC ........... 71 
Groucho Marx (Desoto-Plymouth), CBS ....17.7| A Girl Marries (General Foods), NBC ....... 70 
People Are Funny (Raleigh), NBC ......... 17.6 | Helen Trent (Whitehall), CBS ............. 76 
Big Town (Lifebuoy), NBC 17.5 | Guiding Light (Duz), CBS ..............., 68 
Bob Hawk (Camel), CBS ..... -17.0 
Mr. Keen, (Whitehall), CBS ... . 16.4 
Amos 'n’ Andy (Rinso), CBS .. 16.3 
Charlie McCarthy (Coca-Cola), CBS ........ 16.3 
National Nielsen-Ratings of Top Radio Shows 
Week of Dec. 18-24, 1949 
All tigures copyright by A. C. Nielsen Co. 
Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,810) (9.7) (—0.6) 
1 2 Jack Benny (CBS, Lucky Strike) ...........5006- 8,603 21.9 —0.8 
2 1 tex Radio Theater (CBS) ......ccrccccccsceces 8,603 21.9 —2.8 
3 4 My Friend, Irma (CBS, Lever Bros.) ............ 7,424 18.9 —0.3 
4 6 Charlie McCarthy (CBS, Coca-Cola) ............ 385 18.8 +0.2 
5 3 Arthur Godfrey’s Talent Scouts (CBS, Lipton) ....7,149 18.2 —32 
6 7 Fibber McGee & Molly (NBC, S. C. Johnson) ...... 6,756 17.2 —0.2 
7 5 Amos 'n’ Andy (CBS, Lever Bros.) .............. 6,678 17.0 —2.2 
8 9 Walter Winchell (ABC, Kaiser-Frazer) .......... 6,560 16.7 +0.2 
9 17 Red Skelton (CBS, P&G) .... 6... cece cece eens 6,442 16.4 +14 
10 26 Bing Crosby (CBS, Chesterfields) ............... 6,285 16.0 +21 
ll 32 You Bet Your Life (CBS, Elgin-American) ........ 6,246 15.9 +2.7 
12 25 Horace Heidt (CBS, Philip Morris) ............. 6, 15.5 +16 
13 19 Ce I I, SID va vccaccessccccccsccsen 5,853 14.9 0.0 
4 31 Mr. Chameleon (CBS, Sterling) .............4.- 5,853 14.9 +16 
15 ll Mystery Theater (CBS, Sterling) ................ 5,774 14.7 —lé 
16 23 Great Gildersleeve (NBC, Kraft) ............... 5,539 14.1 —0.4 
17 10 F. B. I. In Peace & War (CBS, P&G) .......... 5,421 13.8 —2.6 
18 18 Inner Sanctum (CBS, Emerson) ................- 5,381 13.7 —13 
19 15 Bob Hope (NBC, Lever Bros.) ...............--- 5,303 13.5 —18 
20 28 People Are Funny (NBC, Raleighs) .............. 5,264 13.4 —0.3 
i Satine aes“ WEEKLY Pao FOR ALL PROGRAMS) (2, aa (6.9) (—0.2) 
EE cacelnyssacceescadeccdices 12.5 —2.0 
; ; Oxydol Show (CBS, P&G) ............ceeeeeee 4399 11.2 —0.6 
3 4 Se Be GD vec ccctccncsscncovens 3,928 10.0 —0.3 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2, ree (5.7) (—0.1) 
1 1 Arthur Godfrey (CBS, Chesterfields) ............ 11.7 +0.4 
2 3 Arthur Godfrey (CBS, Nabisco) ................ so2 9.5 —0.1 
3 a Right to Happiness (NBC, P&G) ................ 3,457 8.8 —0.5 
4 2 Romance of Helen Trent (CBS, Whitehall) ........ 3,378 8.6 —12 
5 5 Pepper Young’s Family (NBC, P&G) ............ 8.4 —0.7 
6 14 Arthur Godfrey (CBS, Gold Seal) .............. 3,300 8.4 +0.2 
7 7 Aunt Jenny (CBS, Lever Bros.) .............005 3,260 8.3 —0.6 
8 8 Backstage Wife (NBC, Sterling) ................ 3,221 8.2 —0.6 
9 6 Wendy Warren (CBS, General Foods) ............ 3,182 8.1 —0.9 
10 9 Stella Dallas (NBC, Sterling) ..............045. 3,142 8.0 —0.8 
ll 16 Se GU WE ev cee secccccceseccsice 3,025 7.7 —0.3 
12 10 Young Widder Brown (NBC, Sterling) ............ 2,985 7.6 —0.8 
13 17 When A Girl Marries (NBC, General Foods) ...... 2,985 7.6 —0.2 
14 ll COD OF GHD GGG, FEED occ cece ssecsccvvescs 2,946 7.5 —0.9 
15 13 Our Gal, Sunday (CBS, Amer. Home Prods.) ...... 2,946 7.5 —0.8 
ont. siete aes (AVERAGE FOR ALL PROGRAMS) (2, 553) (6.5) (+0.4) 
Armstrong Theater (CBS) ...........000ee cence 478 11.4 —12 
; ; Grand Central Station (CBS, Pillsbury) .......... aaa 10.8 —l4 
3 2 Stars Over Hollywood (CBS, Armour) ............ 046 10.3 —2.3 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,689) (4.3) (+0.6) 
1 1 True Detective Mysteries (MBS, Williamson) ...... 4,871 12. 0.0 
2 2 Shadow (MBS, DL&W Coal-Grove Labs.) ........ 4,321 11.0 +0.2 
3 3 Martin Kane, Private Eye (MBS, General Foods) . .4,007 10.2 +0.5 
RADIO USAGE OFF 12%—Total radio usage during the week of Dec. 18-24, 1949, 
was off 12% from the listening during the same week a year ago, according to the 
latest Nielsen-Rating report. Daytime listening was down 7% and radio usage in the 
evening hours showed a drop of 16% compared with the year ago figure. 
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Advertising Age, January 30, 1950 


Newspaper Admen Cheer ‘49 Record; 
Flex Muscles for Competitive Bout 


(Continued from Page 1) 
of the Census, told the opening 
session, 

The population census to begin 
April 1 will show the biggest pop- 
ylation increase ever shown in a 
decade, he said, with about 151,- 
900,000, 20,000,000 more than in 
1940. In addition, average disposal 
income per capita has increased 
from $536 in 1939 to $1,293 in 1949, 
he said. 

Mr. Hauser pointed out that the 
uses of census data for planning, 
selling, allocating and designing 
advertising are myriad, and added 
that more comprehensive census 
tract statistics coming out of the 
1950 census will be especially use- 
ful to newspapers, as will data on 
new standard metropolitan areas, 
population and housing statistics 
on “urbanized areas” and a host of 
other material from the five major 
censuses now in various stages of 
completion—the censuses of manu- 
facturing, business, population, 
housing and agriculture. 


s The “classic” style of newspa- 
per presentation, in which data 
about a newspaper’s circulation, 
market data, reader interest, linage 
and expenditure analysis and tes- 
timonials are presented in general 
form, has about lost its effective- 
ness, Maurice T. Reilly, director of 
research, Chicago Tribune, told the 
gathering. 

Specific material, developed spe- 
cifically to answer a problem or 
present an opportunity to a par- 
ticular advertiser, is much more 
effective and valuable, he said, 
adding: 

“This doesn’t mean that we have 
completely abandoned classifica- 
tion selling. We do have a fogd 
solicitation, an apparel presenta- 
tion, a furniture story, and cer- 
tain others of a general nature. But 
fully 75% of our presentation work 
is for specific accounts.” 


a Because of this, Mr. Reilly said, 
product information is vital, and 
that is why his division includes a 
field research unit and a consumer 


panel. He presented almost a score 
of specific examples of how data 
developed from this panel has been 
used in working up presentations 
which state specific facts and make 
specific recommendations to indi- 
vidual advertisers. 

The first morning session closed 
with a showing of “Johnny on the 
Spot,” a color sound movie de- 
veloped by the Chicago Chapter, 
American Association of Newspa- 
per Representatives, and described 
in detail in ADVERTISING AGE, Jan. 
23. 

Gene Flack, sales counsel and di- 
rector of advertising, Sunshine 
Biscuits Inc., opened the afternoon 
session with a talk in which he 
emphasized the favorable economic 
factors, and the need for continued 
hard-hitting salesmanship in order 
to achieve something which has 
never before been done, according 
to Mr. Flack—selling the entire 
output of American production in 
a peacetime year. 


= Following a series of “two-min- 
ute idea” talks, Prof. Philip Bur- 
ton, Syracuse University, reported 
his findings on what retailers 
think of newspaper service (they’re 
critical, primarily, of the intel- 
ligence and helpfulness of news- 
paper advertising salesmen), and 
E. G. Burgeson, Madison, Wis., 
Newspapers, reported on activities 
of the NAEA research committee. 

Most important development of 
the year, he reported, was the 
writing of a new manual on news- 
paper research which will be made 
available later in the year, and 
which wil] cover in detail the three 
principal types of newspaper re- 
search: market research, media re- 
search and brand research. 


w Monday evening local agency 
executives were guests at the tra- 
ditional agency reception and buf- 
fet supper. Tuesday morning was 
devoted entirely to the Bureau of 
Advertising, which is reported in 
detail elsewhere in this issue, 
while off-the-record informal 
round tables for newspapers of 


Ss te 


Gaithom 


400 North Rush Street 
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FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Telephone WHitehall 4-2300 


Corporation 
¢ Chicago 11, Illinois 


A WwW. : 


TALKFEST—Stanley Adams, Indianapolis 

Star and News, and Herbert G. Wyman, 

Pittsburgh Post-Gazette, swap ideas at 

the Newspaper Advertising Executives As- 
sociation meeting. 


various sizes were held in the af- 
ternoon. 

Retailing was the general sub- 
ject of the Wednesday morning 
session, which opened with a re- 
port on the 1950 NRDGA public re- 
lations campaign by Laurence T. 
Knott, Chicago Sun-Times, and 
William T. White, vice-president, 
Wieboldt Stores, Chicago. 


2 A special promotion will be 
sponsored by the National Retail 
Dry Goods Association, in coop- 
eration with newspapers and oth- 
ers, during the week of April 23- 
29, Mr. Knott reported. “The Mir- 
acle of America Thrives on Prog- 
ress” is the theme of the promo- 
tion, in which retailers will em- 
phasize the changes and improve- 
ments in American life developed 
during the first half of the twen- 
tieth century. 

Herbert D. Strauss, vice-presi- 
dent, Grey Advertising Agency, 
blasted at “trade appeasement,” 
often disguised as an advertising 
allowance, and emphasized that 
consumer brand franchises, which 
can be secured by- advertising, are 
far more important to a manufac- 
turer than foolish efforts to curry 
favor with retailers which go to 
such peculiar lengths as “renting” 
shelf space, store displays, etc.— 
things which are the essence of re- 
tailing. 


a To prove that elimination of 
trade appeasement operations is 
not necessarily fatal, Mr. Strauss 
related Grey’s experience with one 
client. “During the war,” he said, 
“we recommended to this client that 
cooperative advertising be elimi- 
nated because we believed that 
when the great postwar boom in 
this particular field would be over, 
more and more stores would want 
cooperative allowances. 

“As a result, there wouldn’t be 
enough money left to do an ef- 
fective national advertising job. 
Consequently, cooperative adver- 
tising was discontinued. 

“What happened? In 1949 this 
company had the largest national 
advertising campaign in its his- 
tory. Local linage, 100% paid for 
by retailers, was three times as big 
as the largest previous year in 
the company’s history.” 


s Budd Gore, advertising manager, 
Marshall Field & Co., pointed out 
that newspapers and retailers have 
an enormous amount in common, 
that they are both “old” businesses, 
and that both must constantly 
“fend off the principal ravage of 
old age: the tendency to drift.” 

As one solution, Mr. Gore sug- 
gested that “we spend more time 
in telling the other fellow how to 
run his business!” He urged that 
the joint NAEA-NRDGA commit- 
tee be used as a clearing house to 
which both might submit ques- 
tions, recommendations and com- 
plaints, anonymously if desired. 

John J. Coughlin, advertising di- 
rector, Hartford Courant, discussed 
practical ways and means of in- 
creasing local advertising revenue, 
and James N. Shryock, managing 
director, Audit Bureau of Circula- 
tions, pointed out, in introducing 
“Now We Know,” a sound motion 
picture on the story of verified 


circulation, that in recent years 


newspapers have met rising costs 
largely by raising newsstand and 
subscription prices, and without 
burdening advertisers. 

Now copy prices have been raised 
to near the practical limit, he said, 
with the consequence that if costs 
keep rising, additional revenue will 
have to be secured from advertis- 
ing. 


ws The meeting wound up with the 
report of Robert C. Pace, secretary- 
treasurer, and reports of the reso- 
lutions, nominating and other com- 
mittees. The only other resolution 
adopted, in addition to that pre- 
viously mentioned, was one paying 
tribute to William H. Moore, De- 
troit News, who retired recently, 
“for his over 50 years of outstand- 
ing service to advertising.” 

John Giesen, who resigned as 
retail director of the Bureau of 
Advertising at the turn of the year, 
was presented with a plaque for 
his service to newspapers at a 
luncheon ceremony, with Don Ber- 
nard, Washington Post, making the 
presentation. Mr. Giesen has gone 
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into his own electrical retailing 
business in Michigan. 

At the same session, Don Bridge, 
Gannett Newspapers, who received 
a gold honorary life membership in 
NAEA at last year’s conference, 
paid tribute to Don Patterson, re- 
tired advertising director of 
Scripps-Howard Newspapers, who 
also received a gold card last year, 
and who died shortly thereafter. 
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SHREVEPORT 
50,000 Watts e CBS 


We could paint a very fancy picture of all the things 
that make KWKH a truly outstanding station — but it 
would boil down to this: a “native-son” flair for Southern 
programming, together with 24 years of solid radio ex- 
perience in this market. Know-How, we call it... . 


Latest Shreveport Hoopers (Nov.-Dec. ’49) prove that 
KWKH’s formula and methods really pay off: 


For Total Rated Periods, KWKH gets a 52.0% 
greater Share of Audience than the next station. 


These figures are for Shreveport only, of course. But 
better yet, KWKH delivers an equally loyal rural audi- 
ence throughout our prosperous oil, timber and agri- 


Let us send you all the facts, today! 
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| Mary Margarel Merde “The First Lady of Radio” 


...In addition to her NEW YORK broadcast... NOW BRINGS WG 9:15-10:15 A.M. 


THIS NATIONALLY KNOWN PROGRAM TO THE MIDDLEWEST ON MONDAY thru FRIDAY 


Now, your products can be sold by Mary Margaret McBride in the great WGN listening area. Her 15 years 
in radio have been years of radio's most successful selling... See what her sponsors say: 


e “In my entire twenty years’ experience as president of an advertising agency, I know of no 
sponsored program that can accomplish such phenomenal results.’’— Agency 


e “Nothing we have done has produced such widespread and favorable general comment on the 
part of both consumers and dealers, as our association with you.’’—- Sponsor 


e “Since you started broadcasting, our sales have pretty nearly doubled. Our increase one year was 
better than 65%.”’- Advertiser 


IN OTHER WORDS: IT’S RADIO’S MOST FABULOUS PROGRAM! 


Participations in the program are limited ¢ Call your WGN representative for complete details today 


Chicago 11 
A Clear Channel Station... Illinois 
° P 50,000 Watts 
Serving the Middle West 720 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


West Coast Representatives: Keenan and Eickelberg 


235 Montgomery St., San Francisco 4 + 2978 Wilshire Bivd., Los Angeles 5 
710 Lewis Bldg., 333 SW Oak St., Portland 4 
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